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That teaser poster showing the 
beautiful pantless baby carries the | 
interesting suggestion, “See your | 
friendly Ford dealer,” but there’s | 
a limit to what even the friend- 
liest dealer can produce on short 
notice. 


Rough Proof: sr 


. ee | v 
“Plymouth trims prices; nearer | 
competitors now,” headlines the | 
world’s greatest advertising jour- | 
nal. 

When they look at all three 
nowadays, they’re likely to see the 
price tags. 

.. 9: ¥ 

All of this talk in Washington 
about reducing prices seems to be 
aimed at manufacturers, and so 
far no politician has had any- 
thing to say about reducing prices 
of farm products. 


7 v v 
Market and advertising re-| 
search got its greatest boost dur- | 
ing the depression, Frederick | 


Reynolds points out. And, come 
to think of it, so did IBM tabu- 
lating machines. 
v v v 
Dog food manufacturers are 
now adding products intended for 
cats, so there’s a new job of count- 
ing whiskers in the feline field 
‘coming up for some smart re- 
search organization. 


-_ Sr v 

“Rate cards don’t fix the cost| 
of your advertising—you do,” says | 
the ABP, looking hard at you. 

No wonder there are so many 
ads inviting good copywriters to 
hang up their hats. 

v v v 

Advertising is the one business 
in which young women can’t beat 
the older ones, a Toronto survey 
reports. That’s right—the older 
gals have finally discovered what 
goes on inside women’s heads. 

- 2 

A company featuring aviation | 
spectacular displays says frankly | 
that it has the highest type ad- 
vertising medium. Just how high | 
do those advertising blimps go up, | 
anyway? | 

v v v 

The ostrich, in spite of all you 
may have heard to the contrary, | 
never buries his head in the sand 
asserts the New York Mirror. 

That proves that while the 
ostrich may lose his feathers, he 
tries to keep his head. 

v v v 

Frederick Ziv is promoting the 
transcribed show, “Easy Aces.” 
Rough Proofs is willing to add its 
unsolicited testimony that Jane 
Ace is a lot funnier than most of 
the funny women now on the air. 

v v v 

Harry Kopf says the best judges 
of what listeners like to hear are | 
the listeners themselves. 

Sounds 


reasonable, but you 
can’t make the FCC believe it. 
v v 


v 
\llen Glasser, who didn’t like 
chess situation depicted in a 
recent promotion ad, has suc- 
eeded in proving that advertising 
1 both play chess and read the 


v v v 
Atomic scientists open ‘Bulle- 
’ to advertising,” says the news 
? ry. 
_ They must expect the world to 
‘ast a little while longer, anyway. 
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Big Advertisers’ Profits 
Up 36% on Smaller Sales 


Annual Reports of 50 
Show Possibility of 
Some Price Cuts 


By LAWRENCE M. HUGHES 


| 
| 


ilion in 1946, their 
| profits 


| 


New YorK—The strikes, mate- | 


but, 


‘rials shortages and other dislo- | Motors, which, as the biggest war | 
cations of 1946 have curbed sales | | contractor, 
largely as a result of the| about 13% of the entire group in 


| $1.3 billion. 


the two years are available, and 
has found that, whereas their 
combined sales declined from 
| $24.3 billion in 1945 to $22.6 bil- 
combined net 
rose from about $1.1 to 


These figures include General | 


i DIFUSOLIER 


represented in 


Advertising Age has consistently maintained that moderate 
downward adjustments in the price level constitute the most 
important single element in maintaining a stable, high-level 
economy, and that, conversely, unnecessarily high prices will 
contract the available market and inevitably result in ulti- 
mate price declines far sharper than is desirable. | 
mists and business men, in increasing numbers, are voicing | 
the same thoughts, as consumer resistance grows and addi- 
tional demands for “cost of living” wage increases are made, 

The accompanying factual report of 1946 earnings of 
some of the country’s leading advertisers indicates that mod- 

ons might be effected by some producers 

', endangering profitable operations, partic- 
"}ductions resulted in stabilizing costs and 
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| newspaper space and radio spots to 
promote the Difusolier, which sprays 
essence of African daisy on doomed 
insects. W. W. Garrison & Co. is the 
agency. (Story on Page 6.) 


Economic Literacy 


Campaign Created 
By ANA, Four A's 


NEw YorK—A 


| LETHAL FOG—Tanglefoot Co. is using 
| 


Econo- 


‘ee-point pro- 


. % 
broadening 4 “ponsumer goods market. 
¢ 
. ied 
‘elimination of excess’. profits;sales and nearly 17% of the en- 


| taxes, they didn’t prevent profits | 


from rising greatly. 


Studying 2,958 companies, Na-| 


tional City Bank of New York re- 


ports that their combined net in- | 


|come after taxes in 1946 rose 28% 
\from 1945, or from $5.2 to $6.7 


billion. The combined net income 
of the 1,511 manufacturing com- 
panies in this group, 
points out, climbed 36% 
about $3 to $4.1 billion. 


from 


the bank | 


Despite sharp general reduction | 


in earnings of aircraft, airlines, 
automotive and electrical equip- 


/-ment companies, the Wall Street 
| Journal has found that the com- 


bined net profits of 340 companies 
in 21 different lines (including 
these four) climbed 34% in 1946 
'—from $1.8 to $2.4 billion. Four 
‘of the groups increased earnings 
than 100%: Distillers, 
; pulp and paper products, 
rubber and rubber goods, 


103.9%, and textiles, 219.6%. 


Analyzes Other Reports 


From a list of the 100 largest 
national advertisers, AA has ana- 
lyzed annual reports of 50 for 
which comparable data on sales 
and net profits (after taxes) for 


Take a Look 


behind the advertising 
scene in ‘Private Lines’, 
Page 40. Other features: 


Ad-Libbing 

Advertising Market Place 
Chain Store Figures 
Coming Conventions 


12 
64 
56 
44 


Department Store Sales 15 
Editorials 12 
Farm Paper Figures 68 
Feature Page 55 
Getting Personal 70 
Information for Advertisers 12 
In Washington 20 
Magazine Figures 34 
Photographic Review 75 
Rough Proofs | 
Voice of the Advertiser 62 


gram for “improve,, 2nt of public 
understanding of Sur economic 
system,” developed jointly by the 
Association of National Advertis- 
ers and the American Association 
of Advertising Agencies since last 
September, was announced pub- 


tire group’s net profits. 
Excluding General Motors, the 
sales of the other 49 companies 
declined from about $21.2 billion 
to about $20.6 billion. Their 
profits, however, rose from about 
$928 to $1,266 million, or 36%. 
Of the 50, 17 had smaller sales 
(Continued on Page 66) 


| A’s annual meeting here April 17. 


(Continued on Page 81) 


Last Minute News Flashes 
Gruen Watch Account Goes to Grey Advertising 


CINCINNATI—Gruen Watch Company has appointed Grey Adver- 
tising Agency, New York, to handle its account, replacing McCann- 
Erickson, effective July 1. Arthur C. Fatt, executive vice-president, 
and Bernard I. Brownold, vice-president of Grey, will work with 
Advertising Director Bernard M. Kliman, of Gruen, on the account. 
Gruen spent $180,000 in national magazines in 1946, and probably 
about $600,000 additional in spot radio. 


Lesly Joins Coleman Company as V.P. 
CHICAGO 
& Co. 
& Associates, 
tions firm, as vice-president. He will supervise operations of the 
Coleman staff and serve as a member of the planning board. 


Paul Chandler Joins JWT in Chicago 

Cuicaco — Paul Chandler, formerly managing editor of Prairie 
Farmer, has joined the public relations staff of J. Walter Thompson 
Company here. 


Chase Candy Names Ruthrauff & Ryan 

Sr. JosepH, Mo.—Chase Candy Company has named Ruthrauff & 
Ryan, Chicago, to handle advertising for its bar candies. Chase last 
September acquired National Candy’s three plants from Clinton In- 
dustries, Inc., making it one of the nation’s largest candy makers. 


Grant Advertising Adds 31 Clients Since Jan. 1 
Cuicaco—Grant Advertising has added 31 new accounts since Jan. 
1, bringing the total handled by its 17 offices throughout the world 


to 325, according to Will C. Grant, president. U. S. and Canadian 
accounts include: Chicago office, American Buslines and Arnold 
Schwinn & Co. (bicycles); Detroit, Electromaster, Inc. (ranges); New 
York, Eagle Pencil Company (export), and New York Export Com- 


pany; Dallas, Panther Oil & Grease Company (asphalt roofing), South- 
western Petroleum Company and Dixie Chrome Products; Miami, 
Scripto, Inc. (mechanical pencils), Seaway Lines Ltd. and P. & O. 
Steamship Company; Toronto, Canada Packers Ltd., Canadian Booster 
Company (hair tonic) and Reo Motor Company of Canada (public 
relations). Six accounts have been added in Mexico City, one in 


Havana, four in Rio de Janeiro and two in Buenos Aires. 
(Additional News Flashes on Page 83) 


(An almost identical “American | 
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P&G Spent Over 


$22,000,000 in 
3 Media in 1946 


Sterling Drug 2nd 
with $11,600,000, 
New Figures Show 


Cuicaco—Procter & Gamble 
Company spent $22,456,427 last 
year for gross time and space ad- 
vertising in radio, magazines and 
farm papers. 

This record figure was revealed 
last week in ADVERTISING AGE’s 
annual compilation of leading na- 
tional advertisers’ expenditures, 
based on Publishers Information 
Bureau figures. 

P&G’s total is about $3,000,000 
over what it invested in 1945 and 
gave it an unprecedented lead 
over other top-place advertisers. 
P&G has led the field in combined 
expenditures in the three media 
for the past seven years. 

Sterling Drug shot up from 
fifth place in 1945 to second last 
year. Its total time and space 
outlay was $11,606,604, about $1,- 
700,000 more than it spent the 
year before. 


GF in Third Place 


General Foods advanced from 
fourth to third place, despite 
spending $1,000,000 less than in 
1945. It spent $10,933,037 in 
magazines, radio and farm papers 
last year. 

General Motors, second in 1945, 
and Lever Brothers Company, 
which had been third, dropped to 


/seventh and fourth spots, respec- 
tively. General Motors spent $8,-) 


ja 50% 


Philip Lesly, formerly vice-president of Theodore R. Sills | 
and director of the public relations division of I. G. Grawoig | 
has joined Harry Coleman & Co., Chicago public rela- | 


year, 
land 46 in 


176,766 in 1946, against nearly 
$13,000,000 in 1945. This reflected 
® cut in its magazine space. 
Lever’s expenditures dropped 
from about $12,250,000 to $9,- 
630,518. 

Fourteen advertisers spent $5,- 
000,000 or more last year, against 
a dozen in 1945. There had been 


14 in the $5,000,000-and-up class 
in 1944. 


More $1,000,000 Advertisers 


Analysis of the PIB figures 
shows that there were 60 million- 
dollar magazine advertisers last 
compared with 44 in 1945: 
1944. There were 668 
last year that spent over $100,000 


Strike or Not— 
Hooperatings 
to Continue 


New YorK—C. E. Hooper, Inc., 
the only surviving exponent of 
the coincidental telephone check, 
announced 


steadfastly last week 
that despite the telephone strike 
Hooperatings for the week of 
April 15-21 would be made as 
usual. 

The basic Hooper is based on 
checks made in 33 cities. A 
spokesman said the dial system 
covered most of each city. A bal- 
anced sample would be secured, 
he said, indicating that after the 
reports were in the 


company 
might release some data on how 
it operated during the strike. 
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in magazines, compared with 532|General Mills.. 8,579,171 8,268,153 
in 1945. |General Motors. 8,176,766 12,935,917 
Fort ight > h | Colgate-Palm- 
y-eignt companies eac | olive-Peet ... 7,824,710 6,933,716 
spent more than $1,000,000 IN | Bristol-Myers .. 6,342,203 5,461,242 
radie last year. There were pd meee le cee tes 
. . |) a ,250, i »oo8 
such companies in 1945 and 41). ooo) wlectric 6,041,049 7,950,208 
the year before. |Ford Motor Co. 5,970,379 4,465,238 
General Motors, the only $1,-| Swift & Co..... 5,309,779 4,491,014 
000,000 user of farm papers in|}. J. Reynolds , 
1945, halved that expenditure in Tobacco Co... 5,298,105 3,599,415 


the medium last year. 


Expenditures of the over-$5,- | 
000,000 group in the three media 


last year were as follows: 


1946 1945 
Procter & 
Gamble .. 


Sterling Drug.. 11,606,604 


...$22,456,427 $19,556,218 
9,914,989 


Liggett & Myers, on the list last 
year with $5,165,668, dropped to 
$4,708,494 in 1946. 

Together, the top 14 advertisers 
last year spent $123,002,100 in the 
three media. The same 14 in- 
vested $119,708,935 the year be- 
fore. 


General Foods.. 10,933,037 11,992,435 

Lever Brothers. 9,630,518 12,242,161 

American Home List Radio Group 
Products .... 8,582,714 6,411,900 


Procter & Gamble’s total in- 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
«4g Division of 


Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


STredemerts fog U 5. Put OF 


cluded $17,319,744 in radio, $5,- 
071,802 in magazines and $64,881 
in farm papers. Its radio expen- 
diture left the field far behind, 
and it was a close second to Gen- 
eral Motors in magazines. P&G 
spent $14,927,108, gross, on radio 
in 1945, along with $4,623,110 in 


magazines and $6,000 in farm 


A complete four-year rec- 
ord of all advertisers using 
$100,000 or more in 1946 ad- 
vertising in magazines, net- 
work radio and farm publi- 
cations will be included with 
the April 28 issue of ApvER- 
TISING AGE. 

The detailed compilation 
is made by Publishers’ Infor- 
mation Bureau, the _ recog- 
nized authority for advertis- 
ing records of these media. A 
compilation of newspaper ad- 
vertising expenditures will be 
provided by AA next month. 


papers. 

Second largest outlay in radio 
was $9,455,334 spent by Sterling 
Drug. Other top radio advertisers 
included: Third, GF, $7,713,191; 
fourth, General Mills, $6,801,830; 
fifth, American Home, $6,687,850; 
sixth, Miles Laboratories, $5,837,- 
803; seventh, Lever, $5,789,439; 
eighth, Colgate, $4,564,309; ninth, 


According to the American Meat Institute, Indianapolis eats 


233 pounds of meat per capita annually, as against a national 


average of 149 pounds. . . . Nowadays it takes money to buy meat—so here 


is your index to a wealthy market. . . . To exploit this market 


to the utmost, advertise in its dominant newspaper, The Indianapolis News, 


for 77 years the first choice of central Indiana housewives. Sell where 


the money is, in the newspaper read by the people who spend money. 


THE INDIANAPOLIS. NEWS | 


FIRST IN DAILY CIRCULATION e 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


e The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 


FIRST IN DAILY ADVERTISING 
FIRST IN THE HEARTS OF HOOSIERDOM 


The Great Hoosier Daily Alone 
Does the Newspaper Job 


e JOS. F. BREEZE, Bus. Mar., Indianapolis 6 


Kellogg Company, $2,791,967; and 
tenth, Liggett & Myers, $2,734,140. 


Name Top 10 in Magazines 


General Motors’ $5,347,502 was 
good enough to lead the magazine 
list last year, although the auto 
maker led with $10,327,808 the 
year before. P&G was second. 
Dist@lers Corporation - Seagram 
was third with $4,367,150. Other 
leaders were: Fourth, General 
Electric, $3,930,637; fifth, Schen- 
ley Distillers, $3,715,192; sixth, 
Ford, $3,514,703; seventh, Bristol- 
Myers, $3,479,087; eighth, Lever, 
$3,474,730; ninth, Colgate, $3,247,- 
727; tenth, Swift, $3,159,078. 

General Motors also led other 
farm paper advertisers, with 
$648,137, but this was a long way 
down from the $1,449,717 of 1945. 
The company has been the lead- 
ing advertiser in farm papers since 
before the war. 

GF, with $554,579, maintained 
second place in the medium last 
year, although it had spent nearly 
$1,000,000 in farm papers in 1945. 

Other leading farm paper users 
included: Third, International 
Harvester, $553,878; fourth, Fire- 
stone Tire & Rubber, $425,503; 
fifth, Ford, $420,909; sixth, B. F. 
Goodrich, $402,426; seventh, Good- 
year Tire & Rubber, $385,006; 
eighth, G-E, $379,964; ninth, Great 
Lakes Steel Corporation, $351,- 
197; tenth, General Mills, $321,- 
932. 


Chicago Liquor 
Sales Off Sharply 


Cuicaco — This city’s liquor 
business has been hit by a drastic 
sales slump that will cause more 
than 600 saleons to fold up within 
a month, the Chicago News de- 
clared Wednesda;;. 

The newsvape: reported that 
tax collectio*é@ : sale of alco- 
holic beverages %. the state fell 
off 42.5% in March from a year 
ago. 

Vec J. Moravek, president, Re- 
tail Liquor Protective Association, 
said “members report more empty 
bar stools than they can ever re- 
member.” He predicted that at 
least 600 of the 9,000 saloons here 
will not renew their licenses 
May 1. 

Maury Wasserman, president, 
Illinois Liquor Store Association, 
called business the worst since the 
war. The sales drop, he said, re- 
sulted from increased competition 
from other businesses. Shirts, 
nylons and automobiles, not avail- 
able last year, are taking more 
of the customers’ dollars now, he 
said. As evidence, it was pointed 
out that while beer sales this year 
have held up to previous figures, 
the sales decline has affected 
wines and liquors almost exclu- 
sively. 


Installs Kitchen and 
Home Laundry Settings 


Kaufman & Fabry Company, 
Chicago, commercial photog- 
rapher, has installed an all-elec- 
tric kitchen and home laundry 
for background use. The kitchen 
unit, which includes a _ deluxe 
range, 7-foot refrigerator, auto- 
matic dishwasher and garbage 
disposal sink combination, a 4- 
cubic foot freezer, and floor and 
wall cabinets, was supplied by 
Hotpoint, Inc., Chicago. The home 
laundry equipment was furnished 
by the Dexter Company. The 
photographers also have a second 
kitchen setting with appliances 
| dating back to 1916. 


Martin Appoints Shaw 
George B. Shaw, Baltimore 
branch manager and chairman of 
General Motors Acceptance Cor- 
poration’s field relations commit- 
bes prior to service in the Army 


air forces, has been appointed di- 
of 


| rector commercial sales of 


'Glenn L. Martin Company, Bal-| 
Ma- | 


|timore. He succeeds P. M. 


gruder, resigned. 


‘ee 


CAPSUDS § 


THE AMAZING NEW SUDS IN CAPSULES 


THAT a INSTANT LASTING 
SUDS FOR ISHES OR LAUNDRY 


© CAPSUDS ore now ot pow groce”s Look bor the 
Werte rowed hee ond white bos with the 
. 


MAKES LOCAL BOW—Capsuds, a new 

detergent manufactured by Sugar Beet 

Products, Saginaw, Mich., was intro. 

duced in this copy placed by Seeman 

& Peters, Inc., local agency, in the 
Saginaw News. 


St. Louis Papers 
Shut Down 3 Days 


St. Lovuis—This city’s three 
metropolitan dailies were shut 
down three days last week by 
striking pressmen. 

The strikers, members of Local 
38 of the International Printing 
Pressmen’s and Assistants Union, 
voted to return to work after re- 
ceiving word from George Berry, 
union president, that the strike 
was “unauthorized” and a viola- 
tion of contract. 

The pressmen seek a $9.50 in- 
crease in their weekly wage of 
$73. Publishers of the St. Louis 
Globe - Democrat, Post - Dispatch 
and Star-Times offered a $4 in- 
crease and proposed arbitration. 
The strike prevented publication 
of Sunday, Monday and Tuesday 
editions. The papers were shut 
down by a strike in September, 
1945. 


Todd Company Ups Four 


Todd Company, Rochester, 
N. Y., manufacturer of fraud- 
preventing checks, Protectograph 
check writers and signers and 
payroll systems, has promoted A. 
Richard Todd, formerly vice- 
president in charge of manufac- 
turing, to executive vice-presi- 
dent. Lawrence S. Callaghan, 
treasurer and comptroller; Charles 
E. Bradford, secretary, and Gil- 
bert J. Owen, general sales man- 
ager, have been elected  vice- 
presidents of the company. 


@ Please help avoid the 
hoarding or waste 0 


THE MARTIN CANTINE COMP 
_ SAUGERTIES, N.Y. 
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_ | What this DOMESTIC ENGINEERING 


| Editorial Program Weaus to YOU! 


. 


“Build for the Buyers’ Market" is va.tly more than a slogan 
. . « it's the basic theme of an intenzive and continuing editorial 
program launched several months, “§6 by DOMESTIC ENGI- 
NEERING in preparation for today's rapidly changing market 
conditions. 


This constructive, far reaching and widely followed cam- 
paign has brought to the entire heating, plumbing and air condi- 
tioning field a full consciousness of the opportunities this transi- 
tional period presents. 


As a direct result of the “Build for the Buyers’ Market" 
program, vast numbers of Domestic Engineering Dealers, as well 
as the industry itself, have taken active and effective steps to 
prepare themselves to meet the changing picture. Always a 
merchandiser, the Domestic Engineering Dealer has already put 
into motion many extra activities that will assure him his con- 
tinued prominent position in this buyers’ market. 


Designed expressly to be of greatest aid to the heating, 
plumbing and air conditioning industry, this program has proven 
éf such magnitude that other industries are now being urged, 
through other media, to "Build for the Buyers’ Market". Thus 
DOMESTIC ENGINEERING is demonstrating, in a dominant way, 
the power and effectiveness of its editorial efforts both in behalf 
of its industry and the Nation as a whole. 


To the manufacturer this current campaign, like the many 
outstanding editorial programs which have preceded it, presents 
definite evidence of the intense interest generated among 
DOMESTIC ENGINEERING readers for the type of informative 
help they derive from this, their industry's publication . . . an 
interest that is not confined to the editorial columns alone but 
carries on directly into the advertising pages. That's one more 
reason why, if your products have an application to the vast 
Domestic Engineering Market, your advertising story is most 
effective when it appears regularly in these pages. 


The Domestic Engineering Dealer is a Merchandiser 


of... @ Water Softeners 
@ Oil Burners @ Electric Water Systems 
@ Stokers @ Refrigerators 
@ Gas Burners @ Water Heaters 
@ Heating Plants @ Planned Kitchens 
@ Air Conditioning @ Plumbing Installations 


and other appliances and equipment 
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GM's Sloan Urges 
‘Mass Selling’ 
to Keep U.S. Free 


NEw YorK—To retain our free- 
doms, against the forces seeking 
to destroy them, Alfred P. Sloan 
Jr., chairman of the board of 
General Motors _ Corporation, 
urged a program of “mass selling 
... to tell the story to 140,000,000 
people in terms they understand.” 

Mr. Sloan addressed the 161st 
dinner of the Economic Club of 
New York April 16. 


“We are not adequately meet-| 


ing the competition of our op- 
ponents,” he said. “I urge the im- 
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|portance of such a type of edu- 
| cational effort as an effective in- 
|strumentality in preserving and 
| strengthening our economic sys- 
| tem.’2 
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Can Manufacturers Name 
Jaeger Ad Director 


The Can Manufacturers Insti- 
tute, New York, has appointed 
Harold H. Jaeger director of ad- 
vertising, succeeding Gordon E. 
| Cole, who has resigned to become 
| Los Angeles manager of Blanch- 
ard- Nichols, publishers’ repre- 
sentative. The institute spends 
| $1,000,000 on advertising and pro- 
| motion yearly, through Benton & 
Bowles. Mr. Jaeger will remain 
|director and president of Toll 
|Gate House, Inc., Essex, Conn., 
manufacturer of woodwork, per- 
pore type displays and furni- 
| ture. 


-WTCB Appoints Edsall 


Russell Edsall has been ap- 
| pointed sales director of Station 
WTCB, Flint, Mich., which will 
go on the air April 27. The sta- 


Commerce Chamber 
Seeks Broad Aid 
for Ad Campaign 


Individual Firms, 
Labor, Other Groups 
Asked to Assist 


WASHINGTON—The U. S. Cham- 
_ ber of Commerce revealed last 
| weekend that the “American Op- 
| portunity” advertising and public 
relations program to be. an- 
‘nounced April 29 during the 
| chamber’s annual convention in- 
|volves three major themes and 
| calls for the active support of all 
| business, labor, religious, educa- 
| tional and social groups. 

Designed “to give the American 
people a better understanding of 


tion is co-owned by G. W. Trendle, the, American economic system,” 


and H. Allen Campbell. 


| it was drawn up by the chamber’s 


|advertising subcommittee in col- 
|laboration with the Four A’s and 
{the ANA. 

It is based on the premise that 
“if a campaign of this kind is to 
| be really useful, it must be built 
|in the interest of the people as 


|a whole,” the chamber explained. | 
“It must be a campaign predomi- | 


‘nantly in the public interest.” 
Majority Believe in System 


The subcommittee’s report, ap- 
proved by chamber directors, 
finds that the American people 
“in the majority” believe in the 
basic principles “of their eco- 
|nomic system.” 

“But while this is true,’ the 
report holds, “the American 
people in all walks of life are 


lack the necessary knowledge “to 
appraise these issues accurately.” 

To meet “a very real danger 
that we will drift into a collective 
economy without our ever know- 
ing the realistic consequences of 
our choice,” the report recom- 
mends a three-way program de- 


The ° 
Pharmacy Twins 


Your salesmen in world-wide markets 


for pharmaceutical, 
allied products :— 


cosmetic and 


EL FARMACEUTICO 


and 


PHARMACY INTERNATIONAL 


These magazines reach importers, distributors and the whole- 
sale and retail pharmacists who sell American products 


abroad. 
For 22 years, EL FARMACEUTICO has been the American 
drug industry's best salesman in Latin America—a $65 mil- 
lion market today. 
PHARMACY INTERNATIONAL, its new twin publication, 
begins its sales job in other overseas markets in June—and 


they represent a $75 million market. 


When you advertise in The Pharmacy Twins—EL FARMA- 


CEUTICO and PHARMACY INTERNATIONAL—with a 


story that your prospects understand, told in terms of your 
prospects interests, you've got the best and least costly 
salesmen working for you. 


BUSINESS PUBLISHERS INTERNATIONAL CORP. 


(Affiliated with McGraw-Hill Publishing Co.) 


330 WEST 42ND STREET 


NEW YORK 18, N. Y. 


confused on economic issues awd | 


Advertising Age, April 21, ig 


signed to: 

1. Correct the misunderstang 
ing that exists in the public mip 
about profits, dividends, manage 
ment salaries and other busing, 
details. 


Management, Labor Not Enemie 


2. To drive home to the Amer; 
can people what we have unde 
| the American economic syste 
|and what it can give us in thy 
future if we stick to it; to counter 
‘act the view that managemey 
and labor are enemies, by pounj 
|ing away at the theme that ty 
| gether they can produce more {y 
‘all by mutually achieving highe 
production; to expand publi 
understanding of the role of fred 
collective bargaining in our ecp 
nomic system; to show the inte; 
play between economic and polit 
cal freedom and the contributio, 
made by both to man’s physica 
and spiritual well-being. 

3. Take on the problem of edy 
cating the American people 4 
the basic principles of our whol 
economic system—why and hy 
it is able to provide what it dog 
This last would be “a long-rangg 
one” based on an_e education 
campaign of why and _ how the 
American economic system func 
tions. 

Repeatedly the report urges in 
dividual company managemen 
“to live, think and practice goo 
| public relations.” 


For Individual Companies 


The first part of the progra 
| dealing with profits, managemen 
salaries and other details, 
largely a job for individual com 
panies, the report says, ‘“‘becaus 
|/people aren’t impressed by th 
national averages but are inter 
ested in the facts about individua 
companies, especially in their ow: 
communities.” 

“The individual company’s ef 
forts should be confined to thg 
specific issues that are botherin 
their people,” says the report. | 
|cites: Lack of information 
company policy and plans for the 
future, the feeling of unimpor 
tance that the modern workel 
/may have, and the misinformatio! 
/prevalent in the public mind o 
| profits, dividends and reserves. 
| “To make the entire program 4 
success,” says the committee, “i 
must be fair and unbiased in it 
japproach to the problems; and 
|the active support of all groups 
|'—business, labor, educational, re 
ligious and_ social — must 
| sought.” 
| The program is to be discussed 
;at a luncheon session April 29 
| with addresses by Dr. Henry © 
|Link, vice-president, Psycho 
| logical Corporation, New York, 
/and Leonard Trester, chairman 0! 
\the advertising subcommittee. 


NBC Leases More Space 


| National Broadcasting Company 
has leased 6,215 square feet 

| floor space in the Chicago Cv! 
Opera building for the housin 
of FM and television engineerin: 
facilities. FM _ and __ televisiol 
broadcasts will originate from 
studios in the Merchandise Mar. 
headquarters of the NBC centra 
division. 
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More visibility for 


ereater ad-attention 


tunity to sell. There’s no solid ad-section to bury your copy and cover up its punch. ——gets your ad at least twice as many readers per space dollar in big MI. 
; J 


é a ONE INGREDIENT vitally necessary to 
° . ae 
Big Vj ' making even good advertising work 
e e ~ . . . . 
. profitably frequently is missing—and this 
gives you makes an advertiser's costs jump. 
more The importance of reader visibility is 
eee oa ’ — am « . ’ 
a demonstrated by studies made by Dr. 
Daniel Starch, Eastman Research Organi- 
zation and others that tend to show there is a point of diminish- 
ing returns in readership per page when a certain volume of 
advertising is reached, 


Unseen— Unsold 


Just how much ad readership does overthickness cost advertisers? 
Advertising not seen tilts only at windmills. 

Big MI alone among industrial magazines—but in common 
with Life, Look, Pic and other magazines featuring pictorial 
journalism—practices the format policy called “split makeup”. 

Simply this means a spreading of feature editorial material 
through the entire issue so that advertisements—instead of being 
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MORE SALES Your ad gets the limelight of full editorial exposure—has a real oppor- INCREASED PROFITS High visibility doubles your profit opportunity , 
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bulked fore and aft—also will be spread and distributed along 
with good editorial material throughout the entire issue. 

In this way the interested reader is introduced—via editorial 
material for which he pays—to a variety of advertisers who have 
the opportunity to attract his attention to their presentation, 


neh Rok ioe ie 4S eae By truly exposing the advertisers’ messages to heavy reader 
, ae Se pacts 6 aaa . : s , : 
* as ct MTR ae a tee A laa eS trafhc throughout big Ml—the effective coverage obtained is 


LOWEST COST Your message. exposed with reader-multiplying, high visibility grips © roughly equivalent to the successful use of 2 or 3 publications— 
the attention of management men in the tiptop 31,500 plants—at 134 cents per plant. — but at a far smaller cost. 


HOtp S THE READER, 


Staff-researched and staff-written 
for all management men con rned with making and market- 


ing better products at lower cost, sealing PICJOPIAL JOUR NAL{S/}0 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N. Y. 
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6 
Plans Pullmatch Drive 


Kilgore Mfg. Company, Wester- 
ville, O., will promote a line of 
Pullmatch dispensers, featuring 
the “matches that light with a 
pull,” as a Father’s Day gift. As 
a lead-off, a four-page merchan- 


dising folder will be mailed to all | 
department stores and chain stores | 
announcing the national promo- | 
be | 


tion campaign. Copy will 
placed in Esquire and 29 metro- 
politan newspapers. 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


Tangletoot Co., 
Enemy of Insects, 
Plugs Ditusolier 


(Picture on Page 1) 


GRAND Rapips—The Tanglefoot 
Company has launched the first 
sectional newspaper and_e spot 
radio campaign for its postwar 
| Difusolier, a small electrical ap- 
pliance designed to throw a lethal 
fog upon insects inhabiting busi- 
ness establishments. 
| The campaign has opened in 
|Kansas City, Wichita, St. Louis 
jand Memphis. Additional drives 
will be started in other sections 
of the U. S. this spring. Adver- 
|tising is aimed not at consumers 
‘but at bakeries, furriers, hospitals, 


bottlers, drug stores, taverns, 
cafeterias, hotels and the like. The 
appliance costs between $25 and 
$30, depending on the area of 
sale. 

Newspaper copy and dramatized 
spots emphasize that the Difuso- 
lier provides ‘“‘safe insect control.” 
The Difuso liquid used, unlike 
DDT and many other strong in- 
secticides, does not harm food, 
fabrics or pets. 

Difuso contains pyrethrum, “the 
essence of the African daisy.” The 
Difusolier sprays the pyrethrum- 
base Difuso in a fog, not a mist, 
so that it is more penetrating than 
many insecticides. It kills moths, 
cockroaches, flies and other in- 
sects. 

Tanglefoot distributed a larger, 
similar product before the war. 


nee 
Salty! 
ed 


The Difusolier has been on the) 


market for about a year, and has 
been advertised through publica- 
tions going to institutional trades. 
Trade publications will continue 
to be used. W. W. Garrison & 
Co., Chicago, handles the account. 
Tanglefoot formerly specialized 
in selling flypaper, the market for 
which is now negligible, except 
for export. The company is a large 
manufacturer of gummed tape. 


‘Tribune’ Boosts Two 


Harry N. King, manager of the 
western division of the general 
advertising department of the 
Chicago Tribune, has been made 
assistant manager of general ad- 
vertising. Alvin W. Dreier, a 
member of the western division 
sales force, has been named to 
succeed Mr. King. 


In Philadelphia—nearly everybody reads The Bulletin 


Bure? 


an 


‘| ciation, 
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Egg Carton Ads 
Offered on Local 
or National Basis 


PITTSBURGH—Egg - Carton - Aq- 
vertising, Inc., is intensifying jt, 
efforts to snare advertisers whose 
appeals—locally or nationally 
lend themselves to the familiar 
package that winds up in the 
average housewife’s kitchen. 

Egg cartons, the company points 
out in a new brochure to adver. 
tisers, have increased steadily jp 
circulation during the past 59 
years, and today’s volume ex. 
ceeds half a billion units annually. 
Egg-Carton-Advertising, of course. 
makes no claim to having bui! 
this circulation, says V. I. Mait- 
land, executive vice-president, by 
it does take credit for correlating 
the processes of distribution, 
through its representation of the 
volume sold through retail egg 
distributors. 

The company represents eigh 
egg carton manufacturers, with 
whom orders are placed for local, 
sectional or national coverage, 
All advertiser orders are con- 
‘tracted for a minimum of three 
months’ coverage, with a guar- 
antee that 50% of the families in 
the specified area will receive a 
/minimum of three cartons during 
|the period. Grocers are urged to 
cooperate through the offer of 4 
discount on future advertising 
cartons. The company claims to 
|control 80% of the country’s po- 
| tential egg carton distribution. 

General rates, on the basis o 
| 1,000 egg cartons sold and shipped 
by manufacturers to retail grocers 
include $4 for 1,000 one-color car 
tons, $4.50 for two-color cartons. 
| Quantity discounts on 10,000,000 
to 75,000,000 and more cartons per 
year range from 2 to 4%. 


Grocers Urge Consumers 
to Support Oleo Bill 


Legislation to remove all re- 
strictions from the sale and dis- 
tribution of oleomargarine in 
Pennsylvania has_ been _§ side- 
tracked in the Pennsylvania state 
senate. The senate action was 
caused by opposition expressed to 
the bill by dairy interests and the 
Pennsylvania State Grange, com 
posed of about 70,000 farmers. 
The Pennsylvania Grocers Asso 
proponent of the meas 
ure, is now sending material di 
rect to consumers asking for sup 
port of the bill. 

Alternate legislation, designed 
to tax oleo dealers at the rates oj 
$96 for wholesalers and $24 fo 
retailers, per year, is believed t 
have a fair chance of passage 
The state supreme court recently 
voided an annual license tax 0 
$500 for wholesalers and $100 for 
retailers (AA, Feb. 3). 


St. Louis Adwomen Plan 
Ad Exhibit for May 


The Women’s Advertising Clu 
of St. Louis will sponsor its third 
annual exhibit of St. Louis adver 
tising in the Gold Room of th4 
Hotel Jefferson May 12-14. A ‘irs 
prize and honorable mention wi! 
be awarded at a special dinner ! 
be given on May 12 for the bes! 
|exhibits in each of the followin 
| classifications: Newspapers, "4 
tional magazines, business papers 
oo of sale, direct mail, outc 


advertising and radio. 
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hi OUR MAIL not long ago we received a letter that read, 
in part, like this— 


NO PROBLEMS 
“6 TODAY 


‘(Dear Mr. Nielsen: ... We are very 


much impressed with the merits of 


Nielsen Radio Index service ... We 
have no radio problems just now, 
but assure you that we’ll take on 
your service whenever some problems 


develop. 
Yours truly, J. R. Hoskins’’* 


On receiving this calm assurance from Mr. Hoskins, a couple of 
our experienced service executives put their heads together and 


came up with the following: 


‘‘Mr. Hoskins says he has no radio problems. He should 
have said he has no problems that he recognizes. There’s 
a big difference!”’ 


‘‘Here are the facts— 


' Fare 1. Sales are slipping rather badly. (Shown 
t _ 
MM. —- by Nielsen Food-Drug Index.) Mr. Hos- 
pi 
a kins doesn’t blame radio, because the 


‘‘Coincidental’”’ ratings on his two shows 
haven’t declined. But Nielsen Radio 


Index data show: 


2. That his program No. 1 (on Product ‘“‘A’’) has apparently 
sold most of its listeners who ever can be sold—that it now 
reaches few homes that do not already use his brand. It 


is not creating enough new customers. (See chart) 


THE RADIO ADVERTISER 
WHO HAD NO PROBLEMS 


3. That his program No. 2 (on Product ‘‘B’’) does reach the 
homes which can be converted to Product “‘A.’’ He should shift 
program No. 2 to Product ‘‘A”’ and use No. 1 for Product ‘‘B.”’ 
(See chart) 


4. That due to recent changes in the shows preceding and 
following his program No. 2, its minute-by-minute audience 
curve has changed its shape. Re-location of his commercials 
would effect a 12% increase in the audience hearing his com- 


mercials. (Worth almost $100,000 a year.) 


5. That the new program for which he is 
now negotiating is not really suitable for 


either of his products—its audience is 


highly urban, while both his products 


need strong rural and small-town 


coverage. 


6. That another program, now available, would fit his market- 


ing needs almost perfectly, and be worth several times its cost.”’ 


What!—no problems, Mr. Hoskins? You have some real 
ones. But without these NRI facts you can neither see 
them, nor solve them; and your opportunities will go 


drifting by. 


Only NRI service has the facilities to dig out the hidden 
problems and opportunities which always exist in this 


complex business of radio. NRI service executives will 


show you how we do this. 


a 
PROGRAM SELECTION VS. BRANDS USED BY LISTENERS 

NIELSEN RADIO INDEX 

31 
A Complete Research Service ensues : 

° ’ 1 

(based on accurate electronic PROGRAM NO. 1 
recorders) which provides, on a 
continuous basis, the vital facts BRANDS on" AND 

“A ONLY 

USED COMPETITORS 

needed in solving the problems 
and capitalizing the opportun- RATINGS 


PROGRAM NO. 2 |_!1 


ities of programming, time buy- 
ing and time selling of Radio. 


20 


A totally fictitious signature—but this letter isn’t. 


_A. C. NIELSEN COMPANY _ *0 111m avenue 


ORLD'S LARGEST MARKETING RESEARCH ORGANIZATIO 
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Transport Data 
Delays Action 


on Census Bill 
U. S. Chamber of 


Commerce Witness 
Warns of Expense 


WasHINGTON—The Hawkes bill, 
authorizing censuses of business, 
manufactures and mineral indus- 
tries for 1947, should reach the 
Senate floor soon after the civil 
service and post office committee 


decides on an amendment to add | 
/a census of transportation. 


tistics are weak, Mr. Foster fears; the McCarran proposal would in- 


| that the McCarran proposal would |volve tabulations immensely ex- 


Although tentatively approved | introduce “an undesirable degree | pensive to both government and 


by the committee, the measure | 
cannot go to the Senate until | 
Chairman William Langer (R.,} 
N. D.) obtains a vote on the trans- 
portation amendment, submitted 
Tuesday by Under Secretary of | 
Commerce William C. Foster. 

The departmental amendment is | 
designed to satisfy the proponents | 
of the McCarran bill who want} 
each firm complying with the 
censuses of business, manufac- 
tures and mineral industries to 
report the extent to which they 
used each of the principal means 
of transportation, or furnished 
their own transportation. 

While he confessed that the 
government’s transportation sta- 


of inflexibility” 
schedules. 


Tabulations Are Expensive 


“Many years ago,” he pointed 
out, “Congress discontinued the 
practice of specifying the content 
of the Census of Manufactures 
because of the necessity for de- 
termining the specific inquiries to 
be included in each census sched- 
ule only after fullest consultation 
with the business concerns which 
furnish the figures as well as those 
who use them.” 


Dr. Frank Surface, represent- 


‘ing the U. S. Chamber of Com- 


merce and the American Mar- 
keting Association, warned that 


into the census | business. 


The legislative reference serv- 
ice of the Library of Congress ad- 
vised the committee that “it still 
remains to be determined whether 
the costs involved, both to busi- 
ness on supplying this informa- 
tion and government in compiling 
it, would be justified at this time.” 


Could Decide on Questions 


Commerce’s proposal on trans- 
portation leaves the Director of 
the Census free to exclude ques- 
tions where adequate statistics 
are available from other sources, 
reducing the danger that indus- 
try would be called on to provide 
elaborate breakdowns of its trans- 


| all 


business 


“ALL BUSINESS IS LOCAL” AD IN BACKGROUND IS ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING, A.N.P.A. 


AND LOCAL 


Sun's audience § 
stantial homes 1S 


hattan Department ° 
in The Sun than 


newspaper. 
merchants know 


The 


ik 


ty 
ae 


56°% is sold in only 50 counties? That 77% i 


To any alert “national” advertiser .. this os” 
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any other mornin 
they can depend on 


et 


For 


NEW YORK 


dl 
San Francisco on 
1e09°, Detroit, - ig Boston, 
Represented in Ee . Cresmer Compony! a 
Willioms, 


“300,000 sub- 


Bu 


os Angeles bY 


Tilton S. Bell. 


“National” business is merely the sum total of local sales all over the coun 


And local sales differ from market to market as local consumers differ. 


ho 2 


~<y 


Do you know that of all general merchandise sold in the 3072 U.S. counties. . . 


sold in only 200 counties? 


That’s how local business is... even so-called “national” business. 
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portation habits to a multitude 
of government agencies. 

Herbert S. Fairbanks, deputy 
commissioner of the Public Roads 
Administration, said better trans- 
portation statistics are needed to 
“permit adequate evaluation of 
highway needs of the future.” 

“What information we now 
have is sketchy and assembled 
from a variety of sources,’ Mr. 
Fairbanks complained. “We have 
no way of ascertaining the de- 
pendence of agriculture, industry 
and business on highway trans- 
portation. Nor do we know the 
rate of increase in highway use 
by these various segments of our 
economy.” 


Would Settle Needs 


He said he wants to know ac- 
curately the total number of 
trucks and buses classified by 
type and by size; where located: 
how they are used, and the ex- 
tent to which the country is de- 
pendent on highway transporta- 
tion in relation to other forms of 
transportation. 

The Commerce Under Secre- 
tary made aé_ strong plea for 
prompt approval of the censuses 
of business, manufactures and 
mineral industries, pointing out 
that the country has been without 
fresh data for more than seven 


years. 
“This is the longest period 
|without such data during the 


|present century,” Mr. Foster told 
the committee. “Yet during these 
| past seven years there have been 
| greater changes in the manufac- 
| turing system of the country than 
in any similar period in its entire 
history.” 


Efficiency, Profits Affected 


He warned that sales forces and 
advertising programs cannot be 
properly distributed in terms of 
postwar geographic arrangement 
of markets, with a resulting de- 
crease in the efficiency and profits 
of business enterprise. 

He mentioned a danger that 
new outlets might be opened in 
areas already well served, with 
|a greater chance of ultimate fail- 
ure. He feared the deferral of 
_additions to manufacturing ca- 
| pacity, because of the uncertainty 
over size and characteristics of 
markets. 

The Commerce Department es- 
timated that quinquennial censuses 
|of business, mineral industries 
_and manufactures under the new 
| program would cost $1,142,500 
less over a 10-year period than 
the five censuses of manufactures 
and single censuses of business 
and mineral industries provided 
by existing law. 
| On the other hand, the well- 
|rounded program of interim re- 
ports now being established makes 
| the existing two-year period for 
| the Census of Manufactures “more 
frequent than is essential,’ Mr. 
Foster said. 


Characters Plug Wax 


“Shine” and “Sheen,” new trade 
characters, are being introduced 
to Canadian consumers by Inter- 
national Waxes Ltd., Agincour', 
Ont., in a campaign for Mystic 
Flo wax. Newspapers, national! 
magazines and farm publications 
are being used, with radio in the 
Toronto area. Copy also mentio! 
the company’s other produc’ 
Mystic Foam and Mystic Zip. J. / 
Gibbons Ltd., Toronto, is th 
agency. 


Shaw to Wilson, Haight 


Howard Bernard Shaw, ft 
merly of Macy’s sales staff, 
| joined the New York office 
Wilson, Haight & Welch as mé 
chandising specialist. 


Ru-ed Fashions to Seide! 
Ru-ed Fashions, a new ma! 

| facturer of blouses for mail ord‘ 

sale, has named Seidel Advert 

ing Agency, New York, to diré 

its advertising. National consume! 

mail order media will be used 
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This may Surprise You... 


LOOK is one of the three magazines 


that reach an audience of more 
than 12,000,000 people each issue. 
The other two are LIFE and 

THE SATURDAY EVENING POST. 


My 


LOOK reaches its audience for at least 


one-quarter lower cost per thousand 


than either LIFE or the POST. 


In these days of high advertising costs, 
that's a heartening note. 


For all the facts and figures, 
see the LOOK representative. 


AMERICAS FAMILY 
MAGAZINE ——>- 


LOO 


MOST READERS PER DOLLAR AMONG THE BIG 3 


READ BY 
12,650,000 
PEOPLE 

EACH ISSUE 
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RC A d f) ence as “soon and efficiently as Schlenther Joins F&S&éR Form Lexington Agency ae ae taceer ae I 
SS ; - res Z : ; . ane . . ‘ d - h 
an ed ers iceman te : Stanley Schlenther, who prior Erwin Spitzer, formerly an ac-| egmpany as a sales supervisor ‘$ Sage 
Bic . “ Ly 


to his Army service was account count executive with Morton years ago. 


© “Television Week" broadcasts executive of Beaumont & Hohman, Freund Advertising Agency, New ee in Nev 
us | C0 ee included fashion programs and Kansas City, has joined Fuller & York, and Henry Rubin, who 


kitchen demonstrations sponsored Smith & Ross, New York, as ac- headed his own agency in New To Davis-Harrison for Air 
by the Potomac Electric Power count executive. York, have formed Lexington Ad- Tale-A-Vision Corporation, ‘ 
8 bad Company, golf lessons, a cartoon- Sscnceiemenaiiiataiei im vertising, at 40 W. 46th St. Angeles, publisher of a \ New YOR 
in as ington ing demonstration by Herblock, Research Group Elects ———_—__—___—. method of telling childr » aper copy 


editorial cartoonist for the Wash- ap Caldwell B ts Li stories, has appointed the Ho ly.fJis -eing u 
; P. W. Williams, Canadia aiawe oosts Linsner y ic : avis-Harris») tories . 
WASHINGTON — More than .65| ington Post, a Board of Trade Selene - Mn n wood office of Davis-Harrison- ries here 


; ; peraeehe rise “ Company, To- The Dr. W. B. Caldwell Com- Simmonds Ad Agency to direc fresher its 
local radio dealers teamed up with film, “Invitation to Washington,” ronto, has been elected president pany division of Sterling Drug, advertising. Radio, newspaj ‘iw, sien ¢ 
RCA and its distributor here last boxing matches, and network pro- of the Sales Research Club, To- Monticello, Ill., has promoted | trade publications and direct } ia Sie 
week to publicize the arrival of | grams originating in New York. ronto. Kenneth H. Linsner, for the past) will be used. ‘_. market 
hundreds of RCA Victor television ua The com 
receivers for use in the Washing- —_ 


ton market area. 

The “Television Week” promo- 
tion, arranged by Southern Whole- 
salers, Inc., RCA distributor, in- 
volved an estimated 15 to 20 pages 
of special newspaper advertising, 
as well as radio spots calling at- 
tention to demonstrations at each 
store. 

Dealers proudly announced that 
a limited quantity of sets was 
available for immediate delivery. 
They offered two table models— 
one for $250 and the other for 
$375. Consoles ranging up to 
$1,500 are promised for the fu- 
ture. 

Each dealer had receivers in 
operation for the afternoon and 
evening broadcasts of the DuMont 
television station, WTTG. 

Many dealers had receivers op- 
erating in their windows. Others, 
particularly the department stores, 
had elaborate booths and displays 
promoting the monochrome re- 
ceivers. 


Other Stations Coming 


W. E. O’Connor, president of 
Southern Wholesalers, promised 
that Washington would have four 
television stations by the end of 
the year. He expected Washing- 
tonians to have a choice of tele- 
vision fare within a few weeks, 
when the NBC station, WNBVW, is 
expected on the air. 

Before the year is over, other 
television stations will be com- 
pleted by the Bamberger Broad- 
casting Company, and by WMAL, 
the Washington Star station, an 


ABC affiliate. ' 

With the placement of the first! \ 
large quantity of receivers in the } 
Washington market, Mr. O’Con- 


nor anticipates “a continuous ; 
flow” of receivers which would | \ 
bring the total here “to thou- | 2 
sands” by the end of the year. | 
In “prepping” dealers for “‘Tele- \ 
vision Week,” he stressed the im- ' 
portance of developing an audi- 
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' REACH THE 


DO YOU KNOW... 


WHAT LEADING AD MEN, EDITORS, 


> . WRITERS SAY ABOUT DR. FLESCH’S WORK 
AS GraschJraie . e 

te that out of 1000 Starch-tested ads the Reg. Clough, Editor, Tide"... one of 

‘ “best read” were rated “most readable” on Dr. the neatest research-promotion jobs in 

|. Ae? Flesch’s scale... and the “least read” were ae ee — — 

{9 rated “least readable” on Dr. Flesch’s scale? C. B. Larrabee, President and Pub- 

ll : . . lisher, Printers’ Ink—I have just 

... that 90% of today’s magazine ad dollars read a book* that ought to be read by 

\ Rags are going into magazines that are virtually all advertising writers... it is an hum- 

sein Mins tacit oll Sia bling kind of book because even as I 

over the heads” of more than half of the write this [ am conscious that I am 

\ people? violating a dozen of Dr. Flesch’s 

principles.” 
( ... that there are 14.000.000 in America who | Bernardine Kielty, Secretary, Book- 
; cannot read English? Of-The-Month-Club And a godsend 


it* should be to those whose business it 

.«s that less than 25% of U. S. adults are high is to write company reports, speeches, 
: ' - advertising, public relations. 

. , . . bet 

school graduates: Mark Wiseman, Advertising Con- 


‘ . ‘ sultant—At last I've disex aman 
i aoe mane ite a fw simple rules you ms) who antl owe ts enmea — oe 
’ double the readership potential of your ad- to write’.” 
vertising? Dorothy Canfield, Novelist—""I se« 
\s everywhere people who would profit by 
j ... the only kinds of magazines in the nation going to school to Dr. Flesch.” 
* . ** f - . ° 
To reach Cincinnati's i whose contents are comfortable reading for Writing to the Millions” — Dr. Flesch s 
. \ -- . ‘ research sponsorec \ dde om 
active buy ers. place your 75.000.000 U.S. adults? fy nsored by Macfadden W T 
message in the Post. "The Art of Plain Talk” —Harper & TEXPER 
; =” f For answers to these and dozens of other questions, Brothers, $2.50— Dr. Flesch’s best-selline 
Read regularly by oi G Oo send coupon at right for “Writing to the Millions.” book on the principles of easy readability 
all Cincinnati families. ee ‘ Bic 
Write now for market - 
data. 
The 
3 . . . 
incinnatl 
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‘Badvertising Age, April 21, 1947 


‘|Sage Plugs Price 
in Newspaper Ads 
for Air Refresher 


hew YorK—Competitive news- 
xr copy, heavily price-angled, 
lv. Mis veing 
n- Mores here to give Sage Air Re- 
its Bifre-her its first intensive promo- 
's, Htior. since the product was put on 

all Mi+he market two years ago. 
Tne company has scheduled a 


49 cents.” 
used by Sage Labora-| 


| 13-week campaign of seven 400- 
| line 


insertions, to run_ through 
May, in the Bronx Home News, 
New York Sun and New York 
World-Telegram. Ads query ‘““Why 
pay more? None more effective! 
Buy Sage Air Refresher. Only 
This price is 20 cents 
below that of Air Wick, which, 
Sage told AA, has been selling at 
69 cents. An executive of the 
company explained that Sage 
won’t do the job any better (nor 
worse) than any other air fresh- 


ener, but he claimed his product 
will do any job which any com- 
peting product can do. 

A similar, though less frequent 
campaign also is running in the 
Baltimore Sun, Chicago Daily 
News and Philadelphia Bulletin. 
Two ads have already appeared 
and several more are scheduled. 
The New York Times magazine 
section is also being used, with 
about six insertions run in the 
last four months. 


Radio plugs have been tried in} 


Chicago, Hartford, New 
Philadelphia and on the 
Pacific Coast, but this 
has been dropped, for 
ent, in favor of the 
schedule. 

Paris & Peart here is the agency. 


Clyde Moves Offices 

Velma Clyde has moved 
publicity and advertising 
from the Journal building, 
land, Ore., to 732 Morgan 
ing, Portland. 


Baltimore, 
York, 


the pres- 
newspaper 


her 


Port- 
build- 


_— 


LHETHOD OF FINDING OUT IN ADVANCE 


Dr. Rudolf Flesch, editorial 
consultant and author of the 
“Art of Plain Talk” 


rected the research for * 


, who di- 
"Writ- 
ing to the Millions.” 


SEND FOR THIS FREE BOOK AND 
LEARN THE 3 SIMPLE REASONS WHY 


THIS HAS 78 MILLION 


POTENTIAL READERS 


MACFADDEN 
« |WOMEN’S GROUP; 


THIS HAS ONLY HALF AS 
MANY POTENTIAL “at 


HOW MANY CAN READ YOUR AD 


Here is a book in digest form that will give you a brand 


new insight into the advertising you re rad. 
lace, or appraise. More than a book. 


Millions” 


now famous “Art of Plain Talk.” 
to apply to advertising (both cc 


cr eativ e 


resented 
lillions”’ 


of their sa 


this book, 


write, buy. 
“Writing to the 


is a basic document which points the | way to 
predict the readership potential of your message. 
it for sale. its price would have to be at least $25.00 a copy. 


Background of this Book 

For the past two years, Macfadden Women’s Group has 
engaged the services of Dr. Rudolf Flesch, author of the 
’ * His assignment was 
ypy and ‘media) the 
findings of his research in the fiele 
Ad men concerned with the 
aspect of 
will recognize here their own in- 
stinctive principles set down ina 
fool-proof scientific formula. 

Businessmen 
their advertising and direct its 
spending can use the methods 
in “Writing to 
to measure—in 
pip gad 


Were 


of readability. 


advertising 


who formulate 


the 
ad- 


votential penetration 

es message. 

To all whose business it is to use advertising as 

a selling weapon and/or a communication line, 
“Ny riting to the Millions,” 

sound basis for wise decisions. 

The book also has a special section containing 
Dr. Flesch’s analysis of magazines of all types— 
women’s service, the weeklies, general monthlies, 
and mass magazines—which will prove of special 
importance to media buyers. 


offers a 


This Book Offered FREE as a Service to National Ad- 
vertisers and Agencies by Macfadden Women’s Group 


Send coupon below or a letter on your own letter- 


head for 


“Writing to the Millions.” 


Where pos- 


sible, a sales re _— sentative of Macfadden Women’s 


Group will de 


iver it in person and give you in a 


few minutes the running comment that will he ‘Ip 


explain these carefully digested pages. 


Phone, 


write, or wire—or send this convenient coupon to 
Macfadden Women’s Group. Do it today! 


: in the still rich postwar that his _ 
name moy be written ina con- — 
tinving Americon — in 


221 North LaSalle Street, 


New York 17, 
Chicago 1, = 
120 Market Street, 


Please deliver one copy of © 


Name 


Company 


sch 

om TRUE ROMANCE + TRUE LOVE Title 

r & T EXPERIENCES - RADIO MIRROR - PHOTOPLAY 

Hine Address_ — 

—_ AmB rica’s LEADING Women's Group i City ne _/one 


“Writing to the 


MAIL THIS COUPON TODAY! 
«TO - THE OFFICE NEAREST YOU 


Macfadden Women’s Group (Check nearest address) 
(| 205 East 42nd Street, 


iN. Re 


San Francisco 11. Calif. 


Millions” to 


State. 


medium 


offices | 


THE 


AMERICAN 
WEEKLY 


Caculation to 


4,052,251 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended September 30,1946, 


Sh Zag Ee Dgt ay Mie be 
SIE Ny Wis Wd, th 


...and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“Can you blame us for being 
proud of facts like the fol- 
lowing ...” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising ... and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 


\WEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y 
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The Urge to Success Remains 


“The passing of Henry Ford 
symbolizes the passing of an era 
—the time when a man could 
build a business through his own 
initiative and a little capital bor- 
rowed from friends and wind up 
a rich man,” lamented David 
Lawrence in his syndicated news- 
paper column a few days ago. 

“The theory that a man who 
works hard and conducts an hon- 
est business can accumulate 
million dollars out of 
earnings is fallacious. . . 

“What Henry Ford represented 
was the creative industrialist 
whose genius meant the making 
of jobs in a big industry and the 
building of a business which di- 
rectly and indirectly contributed 
tremendous payrolls. There 
is not much urge today to try to 
follow in Henry Ford’s footsteps 
—the tax laws adhere to the pat- 
tern of the socialistic philosophy 
that success must be penalized.” 

To most of which we 
clined to say—Bosh! 

It is true that the tax collector 
has taken over a senior partner- 
ship in every business, and that it 
is more difficult at present to re- 
tain enough of one’s earnings, no 
matter how large, to build up a 
vast personal fortune. It is true, 
that the graduated income 
tax, taking a bigger proportionate 
slice out of larger incomes, is 
“socialistic” in concept and tends 
to lessen the gap between rich and 
poor. But graduated income taxes 
were in existence 20 ago, 
and their principle been 


a 
personal 


are in- 


too, 


years 
has 


| widely accepted, even if the ac- 
tual rates have not. 


It seems true, too, that while | 


the accumulation of vast fortunes 
like those of Ford is probably im- 
possible, it is still possible to de- 
velop personal fortunes of quite 
respectable size, and a not incon- 
siderable number of people have 
managed to do so within recent 
years and within the framework 
of the admittedly confiscatory tax 
structure. 

Taxes on incomes will undoubt- 
edly have to come down some- 
what, and perha ps somewhat 
more, percentagewise, on large 
incomes than on small, but we 
cannot agree with Mr. Lawrence’s 
thesis that there is no longer much 
urge to build a successful busi- 
ness. 

The urge, we believe, is greater 
than it has ever been, because, 
despite the tax laws, the oppor- 
tunities for success seem greater 
than ever before. Then, too, the 
very tax laws which Mr. Law- 
rence cites are an 
individuals to go out on their own, 
to build capital assets, and, if 


| 


inducement to | 


they can’t cash in any other way, | 


to take a capital gain. 

We may have placed a few ob- 
stacles in front of the urge to suc- 
cess, but most certainly we have 
not moved so far along that road 
that the death of this urge can 
now be assumed to be an accepted 
fact. Men and women in Amer- 
ica will continue to see visions, to 
work, to build, to and to 
succeed. 


grow, 


Ideological Commentators 


The current furor over whether 
radio commentators 
of the 
strikes 
their 


“middle 
“left” 
portent 


are 
“right” 
bad 


as 


road,” 
us 


or 


as a for 


usefulness salesmen for 
advertisers’ goods. 

If Shirer to discarded, as 
has been broadly hinted, because 
he is a “leftist,” and Fulton Lewis 
J 


is be 


is to be sponsored because he 
while the CIO elec- 


hires Leland 


a “rightist,” 
trical workers 


Stowe 


union 
because it “is concerned 
of 


commenta- 


over the diminishing number 


politically progressive 


available to radio listeners,” 


tors 


things begin to look alarmingly as 


thougn a 


de- 
will 


major trend may 


vel which marketers 


yp in 


abandon their proverbial practices 


and buy advertising on the basis 
of political beliefs rather than 
sales powel 

Although there have been ex- 


ceptions, 
used 
other 


advertisers have 
newspapers, magazines and 
media the of ad- 
vertising effectiveness, without 
regard tohow fervently they have 
agreed with the publication’s edi- 
And as far as we know, 
manufacturer has refused to 
sell his cereal or his toothpaste to 


most 


on basis 


torials. 
no 


a wholesaler who might vote dif- 
ferently from him in an election, 
nor to buy needed supplies from 
one whose social views would not 
be to the 
manufacturer and his friends. 

If you want to sell an idea, like 
the CIO union, it probably makes 
some sense to pick the ideologic- 


completely acceptable 


ally correct radio commentator. 
But if you want to sell goods, it 


seems sounder to think first about 


getting someone who does a good 
job and attracts a reasonably 
large, purchase-able audience. 
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Chicago Times 


Lichty, 
“Our competitors are trying to squeeze us out of the market, Fignewton— 
they're offering LESS for the money than we are!" 


Please, Not Hamlet 

Recently every radio man we’ve 
talked to has been beating the 
whey out of broadcasting. “I love 
my job,” one bleated recently, 
“but I can’t stand the damn stuff 
that comes out of the receiver.” 
And many others say the same 
thing, in substance, coupled with 
curious overtones of social con- 
science and guilt. 

This introspegtion, which now 
seems to be as#much the hallmark 


of the genuine radio man as cuff | 


links, strikes us as 
chondria. 

In the first place, there’s little 
wrong with radio that it can’t cure 
itself, and probably will. 

In the second place, radio’s 
flaws are pretty thoroughly ex- 
amined—not only internally—but 
externally as well, since the in- 
dustry has sprouted a fungus of 
radio columnists, most of whom 
devote themselves to thinking up 
new and acid adjectives to de- 
scribe the broadcasting industry 
and its fare. 

When the Committee on the 
Freedom of the Press made its re- 
port, it said some nasty things 
about radio, but it couldn’t have 
said fairly that there was no criti- 
cism of radio, because the news- 
papers have certainly provided it 
—although in the case of some 
newspaper - owned radio stations 
the criticism has had a gilding 
touch. 

Thirdly, radio’s faults are pretty 
much those of any other medium 
providing similar fare — except 
that they are more noticeable. 
For instance, if you can discipline 
yourself to the point where you 
can bear reading three complete 
issues of women’s magazines, it 
seems to us that you'll find the 
soap operas have no sinecure on 
inanity. Or, if you don’t like 
radio’s detective plays, read news- 


pure hypo- 


paper comic strips—and note the 
similarity. 

At its peak, radio has power 
and flexibility and imagination, 


coupled with world - girdling fa- 
cilities. If you’ve heard the work 
of CBS’ documentary unit, in pro- 
grams like “The Eagle’s Brood,” 
or “A Long Life and a Merry 
One,” you’ve heard top-notch use 
of a medium which still—in 
terms of time—in its infancy. Or 
any network’s news roundup, with 


is 


correspondents reporting in—alive 
or transcribed from earlier re- 
ports—from all over the world. 


About the worst you can say of 


radio is that it frequently fails to 
do as well as it can. And the soul- 
searching it goes through is prob- 
ably futile, and a poor substitute 
for direct action. 


Matia 

The latest exploits of the Black 
Hand are being depicted by Dif, 
a hand cleaner, and about all we 
can say for the copy is that it’s 
as lefthanded as the print. 


Injun Talk 

Readers of the Hartford Times 
recently gulped when they read 
an ad beginning “Ugh! Ugh! Ugh! 
1947 Super Chiefs will need wig- 
wams beginning about April 22. 
Some single chiefs, some chiefs 
with squaw, some chiefs with 
squaw and papooses.” It was a 
housing ad for the Hartford base- 
ball club of the Eastern League, 


and was signed by “Heap Big 
Chief Raincheck in the Face 
Blossfield.”’ 
Jottings 

General Mills recently staged 
a sample stockholders meeting for 
students of the business school, 


University of Michigan... 

The Chicago-New York battle 
has some concrete evidence, now. 
On “A quiz of two cities,” spon- 
sored by Lambert Pharmacal 
Company, the New York and Chi 
offices of Cudahy Packing Co. had 
teams opposing each other. Chi- 
cago won handily. 

Russeks has a 
Sugar-spun Fairy. 

Good headline: “Cooler sum- 
mers—by act of Congress,” which 
tees off a piece of copy for Carrier 
Corporation 


hat it calls the 


telling how it air- 
conditioned the Capitol. . . 
And a release from Public Re- 


lations Affiliates, for the Coiffure 
Creation Council, headed ‘‘Making 
American Women the Best 
Tressed.”’ 
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The following documents ma 
secured without charge from 
panies sponsoring them, or thro, 
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AcE, 100 E. Ohio St., Chicago 1). 
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No. 2784. Study No. 2 of Cana- 
dian Magazine Audiences 
Maclean-Hunter Publishing 
Company, Toronto, has issued this 
report of its second study of Cana- 
dian magazine audiences, cover- 
ing readership of Canadian Home 
Journal (women only); Chate- 
laine (women only); Maclean’ 
Magazine; National Home Month 
and New World. The study is 
divided into “magazine  audi- 


|ences” and “distribution of read- 


ers” by community sizes, age 
groups and economic levels, ani 
numerous other details are 


in- 
cluded. 
No. 2785. Color. 
This directory, issued by The 
Branham Company, newspape! 


representative, lists by states the 
newspapers which accept run of 
paper color advertising. The tabu- 
lations include’ information 
circulation, page size, black-and- 
white rate, extra for r.o.p. colo! 
and size of units accepted. Ac- 
cording to the foreword, Bran- 
ham expects to publish this data 
semi-annually as an aid to adver- 
tisers and agencies. 


No. 2786. Report No. 3, Continu- 
ous Consumer Brand Inven- 
tory of Grocery Products. 

The Pittsburgh Sun-Telegraplh 
has issued the third report in its 
continuing study, giving the de- 
tails on brand data resulting fron 
household inventories made dur- 
ing December, 1946, and Januar) 

1947. The area of investigation 

was extended for this study t 

include the entire ABC city zone 

of Pittsburgh. This area contains 

a population in excess of 1,000,000 

as against the two-thirds millio! 

in the corporate city, former area 
of the study. The total pane! of 

760 households remains the same. 


On 


'but 290 of the households wer¢ 
| dropped by random drawing fron 


the corporate city sample and thé 
number added in the area beyon¢ 


the corporate city zone. 


No. 2778. Red and Green Di 
Food Study. 

Midwest Farm Paper Unit 
issued this report on facts com- 
piled in an eight-month, eight- 
state study of food buying habits 
of farm and city families. C 
pilation was made from ac 
records of foods bought and f 
produced at home for home 
and the report includes an an 
sis of the study by Roland 5 
Vaile, professor of economics, 
versity of Minnesota. 


No. 2780. Got Something to 

The David J. Sullivan advé 
ing and marketing organiz 
has issued this folder, which 
cusses the size and importa! 
the Negro market, and outlin¢ 
special services that the Su 
organization provides for 
tisers and agencies. 


a 
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No. 2749. Food and Drug 


Route Lists. 


The Philadelphia Evening 
letin has published revised 1 U“ 
lists covering 5,379 food st '&® 
and 1,670 drug stores. Eac! © 
the two booklets contains dat 
population make-up, numbe! 
dwelling units, etc., for eac 
seven areas in the city. 
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St. Louis and the St. Louis market are 
far from synonymous! St. Louis has 2,371 Grocery 


Stores... the St. Louis market has 6,987! 


So it’s a matter of $$$$ for you to know 
that the GLOBE-DEMOCRAT is the only daily 
newspaper that covers this rich, responsive 
market effectively. 

Besides blanketing St. Louis, the 
(,LOBE-DEMOCRAT takes your advertising all over 
87 surrounding counties in Eastern Missouri and 
Southern Illinois (the 49th State). Actually, the 
(-LOBE-DEMOCRAT is read by 50% or more of the 
families in 237 busy towns. 

And that’s coverage! 


* x 
GLOBE-DEMOCRAT advertisers have the 
alditional advantage of knowing how their prod- 
u ts (and their competitors’ products) are selling. 
1 1e GLOBE-DEMOCRAT’s continuous Food Store 
liventory keeps tab on all the movement of 


n erchandise in the market. 
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NEA Considers 
Newsprint Mill, 
Co-op Purchases 


Members Also Oppose 
Postage Rate Hike 
at 62nd Convention 


Fort WortH—Members 
National Editorial Association 
voted at their 62nd annual con- | 
vention here to set up their own 
committee charged with the task | 
of studying the possibility of co- | 
operative buying § for smaller | 
newsprint users and the purchase | 
or erection of a mill to be oper- 
ated by the “little fellows.” 

The association petitioned 
newsprint manufacturers to adopt | 
a policy of fair apportionment of 
their increased production among 
both large and small consumers. 
It also voiced opposition to the 
proposed increase in second class 
postal rates, as set forth in H. R. 
2408, in a resolution adopted at 
the three-day meeting, April 10- 
12. A total of 461 delegates from 
45 states attended the sessions. 

E. M. (Ted) Dealey, publisher 
of the Dallas News, one of the 
oldest and largest dailies in Texas, 
told the group that the voice of 
small dailies and weeklies is 
necessary to the community. “Big 
dailies are too busy with national 
news and the United Nations,” he 
said, “to do the job that the 
smaller papers do.” 


of the 


Cites. Strength of Weeklies 


Importance of this sector of the 
press also was stressed by Paul 
Garrett, vice-president of Gen- 
eral Motors Corporation, who said 
that safeguarding the American 
way of life is in its hands. ‘“‘Sub- 
versive forces know by now that 
they cannot capture America un- 
less they first capture the small 
town papers,” he said. 

William J. Oertel, national di- 
rector of the Weekly Newspaper 
Bureau, presented a_ preliminary 
report to the group on market 
research being done for the bu- 
reau by Crossley, Inc., New York. 

The report, still incomplete, 
shows that the small weekly con- 
centrates its circulation in cities 
of less than 5,000 population. 


FROM BEGINNING, 


From Comic Strip sketch 
courtesy King Features 
Syndicate emerged 
statuette of laffable 
Dagwood. 


© K. F.S. 


... to Perfect Ending 


Skill at carving, economy 

of mold making, and ingen- 
uity in reproduction ad 

up to Multi's specialized 
ability to “‘do a job” on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 


CHICAGO &, ILLINOIS 


Using the state of Pennsylvania 
s an illustration, it points out 
that 40% of the population lives 
in places of less than 5,000. 

Employing the most recent 
census release, on the 1940-45 pe- 
riod, the report shows the per- 
centage increase in utilities in 
rural non-farm areas, as com- 
pared with urban areas. In ex- 
clusive bathroom equipment, ex- 
clusive flush toilets, running 
water, central heating and elec- 
tric lighting, rural non-farm areas 
marked up gains almost double 
those of urban areas. 


~ 


c 


Helfenstein Named President 


The admittedly incomplete re- 
port concludes that, on the basis 
of information obtained thus far, 
the weekly newspaper market is 
undercultivated and very much 
worthy of attention by the adver- 
tiser. 

New officers elected by the as- 
socidtion include: President, 
Charles P. Helfenstein, associate 
publisher, Suwannee Democrat, 
Live Oak, Fla.; vice-president, 


Orrin Taylor, Buckeye, Archbold, 
O.; and treasurer, Art Gardner, 
News, Crete, Neb. William Dahl- 
quist, publisher of the Times, 
Thief River Falls, Minn., was 
elected to the board of directors. 

Edwin F. Abels, editor and pub- 
lisher of the Outlook, Lawrence, 
Kan., and past president of NEA, 
was presented with the Amos 
Award at the closing session Sat- 
urday night, for outstanding serv- 
ice to the association and the non- 
metropolitan press. He was the 
tenth person so honored since the 
award was founded in 1938. 

Delegates were entertained dur- 
ing their stay here with an open 
air rodeo and barbecue and on 
one evening journeyed to Dallas, 
30 miles east, as guests of the 
Dallas News and Times-Herald. 
Nearly 350 of the delegates left 
here early Sunday aboard a spe- 
cial train on a six-day tour of 
Texas. At the conclusion of the 
tour in San Antonio, the group 
was to fly to Mexico City by spe- 
cial planes for a six-day tour of 
Mexico. 


Don’t Hold Out 
the ‘Bad’ News, 
Survey Suggests 


CuHIcAGo — Employes want to 
hear the bad news about company 
finances—as well as the good— 
according to results of a survey 
of its 4,100 workers by Liquid 
Carbonic Corporation. 

Seeking reactions to its re- 
cently published employes’ an- 
nual report, the company learned 
that 77% of those answering the 
questionnaire believed Liquid 
Carbonic had presented the in- 
formation fairly, 16% thought it 
was not fair, and 7% expressed no 
opinion. Eighty per cent of the 
answering employes had read the 
entire report, 11% had read part 
of it, and 2% had passed it up. 

More than 75% said they be- 
lieved the report told them what 
they should know about company 
operations; 17% said it told them 
“quite a good deal,” 4% “very 
little,’ and 1% found no informa- 
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tion at all. More than thre. 
fourths said they would like ;, 
know more about the comp: 
while only 5% said they wi 
not be interested and 18% 
pressed no opinion. 

Many § said__—itthey 
themselves entitled 
the news—bad as well as gi oq 
and one respondent summar ‘e 
the view this way: “After all. yw; 
are the company.” 


y 


conside ed 
to know 4] 


Distributes Calendar 

Carstairs Bros. Distilling C \m- 
pany, New York, is distribu‘in 
more than 62,000 of its 1947 |} 
ball calendars to bars, grills and 
clubs. The calendar contains 
separate schedule listings for eac} 
day of the baseball season an 
space for the box score of on 
local game. 


Resumes ‘High Pressure’ 
“High Pressure,” monthly deak 
magazine of the Alemite divisio; 
of Stewart-Warner Corporation 
Chicago, which was discontinued 
during the war, has resumed pub- 
lication. E. G. Weber is editor 
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Pan Am. Petroleum 


Ups Brown and Wilson 


sruce K. Brown has_ been 
el-cted president of the Pan 
A;nerican Petroleum Corporation, 
New Orleans, wholly owned direct 
suosidiary of Standard Oil Com- 
pany (Indiana), succeeding Dr. 
Robert E. Wilson, who has been 
yn. de chairman of the board. Dr. 
W |lson is also board chairman of 
Stindard Oil Company (Indiana). 
M Brown will continue as a 
vice-president and director of the 
parent company. 


Paper Publishers Elect 

[he Central Coast Counties unit 
of the California Newspaper Pub- 
lishers ‘Association has_ elected 
Patrick H. Peabody, publisher of 
newspapers in Sunnyvale, Sara- 
toga, Campbell and Los Altos, as 
president. Other officers of the 
new group include William Steg- 
lich, publisher of the King City 
Rustler - Herald, vice - president; 
Dwight Bentel, head of the jour- 
nalism department of San Jose 
State College, secretary, and Wil- 
liam G. Werner, publisher of the 
Gilroy Dispatch, treasurer. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Department store 
sales spurted in the final pre- 
Easter week, rising 12% from the 
previous week. The Federal Re- 
serve Board reported sales 17% 
above those in the same week a 
year ago—the highest year-to- 
year increase reported since mid- 


January. 


Sales .n the first week of April 
were about 218% greater than 
average department store dollar 
volume in the U. S. from 1935 to 
1939. In the final week of March, 
the volume was 183% _ greater 
than the 1935-39 average. 

Part of the increase over year- 
ago sales reflects the fact that 
Easter came two weeks earlier 
this year. 

Gains in the final Easter sea- 
son week ranged from 7% in the 
New York (second) district to 


24% in the San Francisco (12th) 
reserve district. Highest year-to- 
year gain among cities was re- 
ported in Detroit, where sales rose 
39%, but a year ago a transit 
strike held down sales there. No 
cities reported losses for the week. 

The Department of Commerce 
has reported that chain store and 
mail order sales in February were 
about 20% above sales in Febru- 
ary, 1946. 

The department’s seasonally ad- 
justed index of chain store and 
mail order sales advanced to a 
new high of 269, compared with 
263 for January and 226 for 
February, 1946 (1935-39 equals 
100). 

Vr.-to-VYr. % Gains 


Mo. Mo. Wk. 
Federal Reserve Jan. Feb. Apr. 


district and city ) 
UNITED STATES. 17 cf 17 
Boston Distriet ... 15 9 19 


‘DEPARTMENT STORE 
“SALES INDEX 


1935-39 EQUALS 100. 


Week to Apr. 5, °47*. .318 
Week to Mar. 29, °47* .283 
Week to Apr. 6, °46*. . 272 
Month of March, '47* p263 
Month of March, °46* .238 


Vot adjusted se asonally. 
pPre liminary 


New Haven 14 6 
Boston 16 li 
Springfield 11 2 
Providence 5 2 
New York District 15 S 
Newark : 12 0 
Buffalo ‘ 13 2 
New York 19 ) 
Rochester 16 14 
Syracuse 29 22 
Philadelphia Dist... 1° 10 
Philadelphia .. 18 10 
Cleveland District. 16 9 
MOE nes wie xs 8 6 
Cincinnati . ; 19 b 
Cleveland =. 15 7 
Columbus 12 6 


pyadvertiser is a By advert. 
Se 


\ 


CHECK! 


Week advertiser for 18 years. Other advertisers in the 
“Manufacturers’ Materials and Supplies classification 
who have been with Business Week for 10 years or 
more include: Westinghouse Electric Corp. B. F. 
Goodrich Co., General Electric Co., Acme Steel Co., 
Carpenter Steel Co., Goodyear Tire & Rubber Co.. 
Hercules Powder Co., International Nickel Co., Keas- 


bey & Mattison Co., Koppers Co., Inc., P. R. Mallory 


Aluminum Company of America has been a Business 


& Co., Inc., Timken Roller Bearing Co. 


CHECK! 


carried nearly TWICE as many pages of advertising 


as all other general business magazines COMBINED. 


CHECK! 


weekly. 


CHECK! 


greater concentration of management-men than any 


Per advertising dollar, 


Under the classification above, Business Week in 1946 


Nearly TWICE as many pages as any national news- 


other general business or general magazine. 


DOUBLE CHECK! 


Advertisers of business goods in many other classifica- 


tions prefer to use Business Week because they know 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN ... WELL INFORMED 


* Based on Publishers’ Information Bureau analysis of 1946 advertising 


Business Week reaches a 


abe g: Sei ai Seay 


15 
Toledo ] 12 
Pittsburgh 1% 14 16 
Richmond District 11 0 | 
Washington ’ > 11 
Baltimore 12 14 
Atlanta District 11 22 
Birmingham } 2 1% 
Miami ca 11 1] 28 
Atlanta ‘ 7 0 18 
New Orleans 1 ] 26 
Nashville 1 7 . 
Chicago District 17 i) 20 
Chicago 14 S 16 
Indianapolis 1h 3 17 
Detroit 23 8 39 
Milwaukee : 10 5 13 
St. Louis District 1” 3 1” 
Little Rock 24 7 14 
Louisville 15 1 11 
St. Louis 21 5 17 
Memphis . 13 2 18 
Minneapolis Dist. 24 11 . 
Minneapolis 24 6 - 
St. Paul ‘ 27 19 ° 
Duluth-Superior. 18 7 ° 
Kansas City Dist. 13 h 16 
Denver 27 13 21 
Wichita 3 10 14 
Kansas City 6 & . 
St. Joseph . 6 1 25 
Oklahoma City a) 4 ] 
Tulsa 12 0 15 
Dallas District 1% 3 19 
Dallas 1% { 11 
Fort Worth 21 0 25 
Houston .... 30 12 25 
San Antonio ... 16 3 29 
San Francisco Dist, 1S 8 24 
Los Angeles Area 21 10 21 
COMING fcc ass 1% 5 * 
San Francisco .. 12 4 25 
Portiand ...... . 19 18 21 
Salt Lake City 25 5 20 
BOGere Sikkink 0's 14 st) 27 


*Data not available 


To Kopmeyer Agency 

Columbus Molded Plastics Cor- 
poration, Columbus, Ind., maker 
of a variety of plastic products 
for manufacturers and distribu- 
tors, has placed its advertising 
with M. R. Kopmeyer Company, 
Louisville. 


Appoints Schwed A.M. 
John J. Schwed, formerly with 
Schenley Import Corporation and 
Julius Wile Sons & Co., has been 
appointed advertising manager of 


Kinsey Distilling Corporation, 
Philadelphia, succeeding William 
J. Nevin. 
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1045 SANSOME STREET 
SAN FRANCISCO II, CALIFORNIA 


PHONE GARFIELD 0680 
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16 
Names Small & Seiffer 


Seal-Cote Company, Los An- 
geles, distributor of Seal-Cote nail 
polish base and top coating, has 
placed its advertising with Small 
& Seiffer, Inc., New York, effec- 
tive May 1. 


Defeats Poster Law 


By a roll call vote of 116 to 96, 
the Vermont House of Repre- 
sentatives has defeated a bill to 
impose stringent restrictions on 
the size and number of panel 
posters in the state. 


ADVERTISING 


200 BAY STREET 


TORONTO 


MONTREAL 


WINNIPEG, 


GIBBONS’ KNOWS CANADA 
J. J. GIBBONS LTD. 


- TORONTO 
REGINA, 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 
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Fair Store Names Two 


James E. Thompson, advertising 
manager of the Fair Store, Fort 
Worth, has been promoted to the 
newly created position of pub- 
licity director and sales promo- 
tion manager. James C. Cross, 
formerly advertising manager of 
Washer Brothers, has been named 
to succeed Mr. Thompson. 


Two Join Mook Agency 


H. M. Dickinson, formerly with 
Atlas Bolt & Screw Company and 


National Refining Company, both 


in Cleveland, has been named 
office manager of Emerson H. 
Mook, Dayton agency. Virginia 


Van Tilburgh, formerly with Can- 
non Mills and more recently with 
the Women’s Army Corps, has 
been appointed production con- 
trol manager. 


Shell Promotes Wilson 


A. L. Wilson, manager of whole- 
sale sales, has been appointed 
general sales manager of the Shell 
Oil Company of Canada, Toronto. 


No 
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is more brilliant than ne 
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1s more compact than ne 


The Streamline 
costs a fraction of neon 
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' 10 FACTS > 


about the “Streamliner" 
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The Streamline» 
reproduces brand names 
and color schemes super 
The Streamliner 

is casier to read from ai 
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lhe Streamliner 

lox for pictorial a 
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““TIME’’ will sell 
your product. High 
quality, serviceable 


with the 


Your product with brilliant 


FLUORESCENT 
DISPLAYS 


that have PROVED their selling effectiveness. 


BRIGHTER than neon! 
BETTER than neon! 
COSTS A FRACTION of neon! 


No Expensive Installation . .. No Expensive Maintenance 
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Bottlers, Tobacco 
Industry Protest 
New State Taxes 


HARRISBURG, Pa.—Soft drink 
bottlers and tobacco interests jy 
Pennsylvania paraded a day-long 
procession of witnesses before ‘}h¢ 
Senate finance committee here {, 
protest against enactment of 4 
one cent per ounce excise op 
syrup and a one cent excise levy 
on each cigar made to retail {o) 
five cents or more. 

After the hearing, the only con- 
solation offered the protestants 
was a statement by Sen. James A. 
Geltz, committee chairman, that 
the mechanics of collection of the 
proposed taxes might be changed, 

Already passed by the House 
of Representatives, the tax bills. 
part of a $133,000,000 new tax 
program of the administration, 
are scheduled for final adoption 
in the state Senate within a few 
weeks. 

Soft drink bottlers of the state 
closed their plants the day of the 
hearing and a “lobby” of about 
5,000 employes converged on the 
capitol. About 1,000 of them 
crowded into the Senate chamber 
for the hearing, causing $1,000 
damage to. ornate furnishings, 
chairs and settees. 

The soft drink bottlers diverted 
special funds from their current 
ad budgets to run a newspape! 
page assailing the revenue meas- 
ure as a “death sentence” tax bill 
More than 1,000,000 signers als 
voiced their protest on petitions 
circulated by the bottlers. 

Bottlers estimate that the total 
effect of the proposed levy would 
be a 20% state tax on soft drinks 

Tobacco industry members had 
protested to Gov. James H. Duff 
that the cigar industry in _ the 
state would suffer a “severe loss” 
if the tax is enacted, and that the 
loss would be spread among to- 
bacco farmers, retailers and 
manufacturers. 


Publishes Display Book 


George F. Meyers, director 0! 
General Outdoor Advertising 
Company’s research division, Chi- 
cago, has published a new book 
“Electrical Display Dynamics, 
containing 100 new designs i 
electrical displays. His  expe- 
riences in all phases of displa) 
lighting form the basis for in- 
terpretations of electrical dis- 
play requirements in many fields 
The book can be obtained for $15 
through the publisher, Signs 0! 
the Times magazine, 1209 Syca- 
more, Cincinnati. 


Cantz Joins Young 

Marvin S. Cantz, formerly «s- 
sistant advertising manager 0! 
Barnes & Reinecke, Chicago 
dustrial designer and enginee! 
has been appointed account ex- 
ecutive with M. M. Young—A¢- 
vertising, Los Angeles. 


eal 


CANNOT BE SOLD 
FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New > or 
you can’t sell it through the bit 
city’s newspapers. The Bay: nne 
Times has 66% more circul:'io” 
among Bayonne families tha: all 
New York and Hudson Con) 


evening newspapers combined 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
National Representotiv’* 


NEW YORK CHICAGO 
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Subcommittees Thwart Aim 
of ‘Streamlined’ Congress 

WASHINGTON—Perhaps Congress 
ought to hire some business engi- 
neers to learn why the 34 stand- 
ing committees, set up since the 
“streamlining” act, have sprouted 
into 146 subcommittees. 

Probably the experts would re- 
port that Congressmen are still 
“knocking themselves out” col- 
lecting data and writing bills on a 


By STANLEY E. COHEN, Washington Editor 


multitude of matters—doing the 
details which were supposedly to 
be left to hired experts. 

Actually there are too few ex- 
perts for some of the busy com- 
mittees, such as the judiciary 
committees or the civil service 
and post office committees. More- 
over, there is little effort to co- 
operate between identical com- 
mittees of each legislative branch. 

Possibly the most practical way 
to take some pressure off Congress 


would be to have House and Sen- 
ate committees jointly retain 
qualified experts to take testi- 
mony and prepare reports on mat- 
ters like postage rates, mergers, 
labor and housing. 

Good staff preparations would 
cut the length of hearings, and 
provide members with more free 
time for studying the reports. That 
might also make it unnecessary 
for witnesses to repeat. their 
stories to competing House and 
Senate committees. 

In most cases the witness would 
achieve just as much by working 
with staff members as he does by 
testifying at a public hearing for, 
with today’s crowded Congres- 
sional schedules, he is lucky if 
more than a fraction of a commit- 
tee’s membership is free to hear 


him give his testimony. 
cS * ae 


Since the resignation of Wilson 
Wyatt, there has been little said 
about the progress of home con- 
struction. Moreover, there have 
been disturbing reports that con- 
struction is as much as 20% be- 
hind the $15 billion 1947 goal set 
by the Commerce Department last 
November. The lag, which ex- 
tends to housing as well as other 
types of construction, is charged 
to high prices. Economists con- 
sider it the most disturbing single 
factor in the current business pic- 


ture. 
e ¢/e 


The Advertising Liaison Section, 
Office of Government Reports, and 
the Advertising Council have 
some highly interesting material 


The People’s Meeting Place 


IN WASHINGTON, D. C. 


IN WASHINGTON thousands of people 
meet each other every day through the 
Classified Advertising columns of The Star. 


In this great public market the people 
list their wants, they name their terms, they 
strike their bargains, they close their deals. 
Here there are no middle-men, no soliciting 
agents, no high-pressure salesmen. Here are 
the people talking to the people, people 
looking for people, people trading with 
people—people with things they are willing 
to sell, people looking for things they are 


anxious to buy. Here is Democracy, Free 
Enterprise, Free Trade—the people run- 
ning their own affairs. 


The Star is proud of its dominance in 
classified advertising. The Star furnishes 
the medium—but the people do the rest. 
They choose The Star as their medium be- 
cause they know The Star is a welcome and 
interesting visitor in most Washington 
homes. It is delivered to more Washington 
homes than any other newspaper, for it has 
won their respect—and it holds their 
confidence. 


Latest Count of Number of Classified Ads in Washington, D. C. 
Sunday Newspapers, March 23, 1947 


Help Wanted 
Situations 
Sale Miscellaneous 
Wanted Miscellaneous 
Rent Rooms 
Wanted Rooms 
Apartments Wanted 
Apartments Rent 
Houses Rent 
Houses Wanted Rent 
Houses Wanted Buy 
Houses Sale 
Suburban Sale 
Farms Sale 
Autos Sale 
Autos Wanted 
Death Notices 
Memoriams—Card Thanks 
Lost and Found 
Educational 
Music 
Stamps and Coins 
Dogs, Pets, Ete. 
Business Opportunities 
Resorts and Travel 
Summer Camps 
Other Classifications 
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*Included in “Apartments Wanted” 
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Classified Ads from the general public are never solicited by The Star— 
All are voluntarily inserted. 


DAN A. CARROLL 


NEW YORK 


The Evening 


Times- 

Star Post Herald 
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THE JOHN E. LUTZ COMPANY 


CHICAGO 


Advertising Age, April 21, 1947 


to support the drive for more and 
better paid teachers. Their fact 
sheet reports that teacher salaries 
average less than $40—“less than 
the average factory worker’s.” I; 
talks frankly about taboos on 
teachers—urges community action 
to see that teaching is a more 
pleasant and rewarding profes- 
sion. 
ae eo + 

Without fanfare, the _ special 
House newsprint committee has 
circulated a questionnaire asking 
U. S. and- Canadian mills and 
newsprint dealers where their 
paper went. Presumably this data 
will rest in the files if the Senate 
newsprint committee is.able to 
handle hardship cases. Should the 
House committee find it expedient 
to have hearings, there will be 
some interesting reading in the 
percentages of mill output re- 
_served for various types of pub- 


| lications. 
co cs 

| Rep. Emory R. Price (D., Fla.) 
‘has a bill (H.R. 2983) requiring 
|publishers to print the expiration 
date of subscriptions on the sec- 
‘ond class label. He cites cases 
| where salesmen collected for two 
'or three years, and turned in 
money for only one year. Because 
'the expiration date was in code, 
‘the subscriber had no recourse a 
| year later when he learned of the 
incident. His receipt—and the 


salesman—were gone. 
| * co * 


Another item to worry the cir- 
culation department is brewing in 
|the Post Office Department. It’s 
an “economy plan” which elimi- 
nates the historic practice of noti- 
fying publishers when a subscrib- 
er’s address has changed. It costs 
| money, according to Jesse Donald- 
son, the First Assistant Postmaster 
General, and it is really the re- 
sponsibility of the publisher and 
subscriber. 


* * * 


| Extensive hearings at the FCC 
/on a “multiple ownership” ban to 
‘cover FM and television stations 
|in overlapping service areas have 
resulted in:—no ironclad rule. 
| FCC collected considerable testi- 
/mony on a proposed rule, similar 
to the ban on ownership of more 
than one standard station in a 
service area, but decided to 
handle FM and television on a 
case-by-case basis, allowing for 
such factors as extent of competi- 
tive service, degree of common 


ownership. 
* ae % 


The Civil Aeronautics Board 
has decided to study the operation 
of Chicago & Southern Air Lines 
to learn “to what extent, if any, 
Chicago & Southern’s increasing 
dependence upon the United States 
government is due to uneconomic 
|characteristics of its route pat- 
‘terns.’ Chicago & Southern’s 
president, Carleton Putnam, has 
actively sought mail subsidies to 
carry smaller air lines throug): 
their “reconversion period.” He 
says present “pound-mile” mail 
pay is inadequate except for the 
“Big Four” lines which have the 
best mail and passenger routes 
(AA, March 31). 


Open Television Firm 

David O. Alber and Louis J. 
Dahlman have formed Alber- 
Dahlman Television Productions 
at 654 Madison Ave., New York, 
to specialize in creating animated 
| television spots for advertisers, 1" 
| addition to producing full length 
| features. 


Ads Plug White Seal 


Carstairs Bros. Distilling Com- 
pany, New York, has launched 4 
campaign in 130 newspapers 
'throughout the Carstairs White 
Seal sales territory, featuring the 
| trade character Whitey, used e* 
| tensively before the war. The ads, 
|placed through Lennen & Mit- 
|chell, appear in 400- and 1,000- 
| line sizes. 
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REPRINTED FROM THE 
MARCH 1947 ISSUE OF 


BANKING 


JOURNAL OF THE AMERICAN BANKERS ASSOCIATION 


Say It with Pictures 


G. EDWIN HEMING 


The author is assistant manager of the .ldvertising De parl- 
ment of the American Bankers Association, 


FTER considerable research into the use of the comic book 
A technique, the Advertising Department of the Ameri- 
can Bankers Association decided to launch the first 
picture-story book of American banking and called upon 
Educational Comics, Inc., to help. Peter Penny and His 
Magic Dollar, a 16-page booklet in attractive colors, is the 
outcome. This booklet tells the fascinating story of banking, 
and holds the interest of readers from start to finish. 

The story portrays the imaginary journey of Bobby, a 
youngster, aboard a magic dollar that flies through the air, 
piloted by a mythical character called Peter Penny. Pete 
takes Bob on a trip that shows him the important things that 
hanks do. He sees how bank credit helps to keep business 
concerns going, creating jobs for America’s workers; and he 
learns how banks help people to practice thrift. He discov- 
ers, through a trip back into history, that banks have always 
functioned for the good of our country, and how their activi- 
ties in wartime helped to win through to victory. 

In the final scenes, Peter Penny shows Bob how banks 
today are helping to build a better and brighter America-- 
supplying credit to buy new homes, automobiles, household 
equipment; greasing the wheels of America’s industrial ma- 
chine; helping to make life more pleasant and convenient for 
the average person in countless different ways. All this is 
woven together in an interesting picture continuity that ap- 
peals to readers of all ages. 


Cortes will be available to member banks for distribution 
in their own communities and under their own imprint at 
nominal cost. Here is a new medium for banks to use in get- 
ting their message across to the masses. But it is a tried and 
tested medium that has proved its worth in other fields. It is 
the inside track not only to the teen-agers who will be to- 
morrow’s adult customers, but also to their parents who, in 
such large numbers, read the picture-story books that their 
youngsters bring into the home. 

M. C. Gaines, a former school principal, originated the 
comic magazine idea and is publisher of a large group of these 
periodicals. Through Educational Comics, Inc., an organiza- 
tion developed to specialize in this field, he first issued “ Pic- 
ture Stories From the Bible.”’ In its various editions, four 
million copies have been sold. He has now followed with 
“Picture Stories From American History,” “World His- 
tory” and other subjects. Religious leaders and educators 
have welcomed this new tool of teaching, for this modern 
way of telling stories serves to make each narrative real and 
absorbing to readers from eight to 80. #####x4%4%%% 


Down through the ages people have told their story for 
posterity with picture stories. The cavemen told the story of 
their exploits in crude drawings scratched and painted on the 
walls of theirg about ancient 


ueroglyphics on the tombs 
m American Indian is preserved in pictures «3 


Judge Albert H. Gary, late chairman of the United States 
Steel Corporation, once asked a reporter whether he thought 
“Spark Plug’ would win the Derby. When the reporter’s 
mouth dropped open, Judge Gary said, ‘‘ Yesterday at a 
directors’ meeting, one of the men asked that question. I 
found every single one of our directors read the comics.” 
There are as many proprietors and managers as there are 
unskilled laborers who regularly buy and read comics. 
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JUDGE GARY 


WAS RIGHT! 


40 MILLION COMIC BOOKS 
SOLD EVERY MONTH! 


Directors and ditch-diggers, stockholders and stock-clerks, 
tycoons and typists . . . they all read comics. 


ADVERTISERS — AGENCIES 


Hitch a segment of your appropriation to this proven media 
for reaching the masses! You'll be amazed at the results. 
Investigate the pulling power of comics! See how some of 
the leading companies and institutions use comics to SELL 
products and INFLUENCE people! 


COMICS ARE APPEALING . . . THEY'RE COLORFUL! 
COMICS ARE BELIEVABLE ...... THEY'RE SIMPLE! 
COMICS ARE ENTERTAINING . . THEY'RE INTERESTING! 


Comics Pay Off... 
Because They Sell What You Have to Sell! 


SEND COUPON TODAY! 


M. C. Gaines, President 
Educational Comics, Inc. 
225 Lafayette Street 
New York 12, N. Y. 
Please send me a kit containing samples of the work y 


done for the American Bankers Association, The Bell Telephone System 
and others, as well as reprints of articles about comics. 


| wou Id also like to secure FREE a sample copy of your 


NAME 


FIRM . 


ADDRESS 


CITY STATE 


For more information about our comics and 
what they have done—send coupon below! 


tional Comic series on American History, Science, World History, etc. 
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FOR A MILLION 


HE big idea behind Modern Screen is simply this: 

to put out a magazine made-to-order for the 
young women of America. So we print pictures, 
Stories, articles, writers and features we know they 
like. And we try to make them the best pictures, 
the most exciting stories, the most authoritative 
articles, and the most interesting writers and fea- 
tures we can possibly collect into one magazine. 


We think it all adds up to make Modern Screen a 
good magazine by any standards... and probably 
the best magazine in its field. In the next few days, 
more than 1,300,000 young women will buy the 
May issue of Modern Screen. This may explain why: 


fyde” 


YOUNG WOMEN! 


“| CAN GIVE YOU ONLY 20 MINUTES to take the photo- 
graph,” said Ingrid Bergman. Nikolas Muray set up his 
camera, worked against time, Lester Beall whipped up the 
dramatic design, Miss Bergman looked radiantly beautiful. 
Result: The smartest movie magazine cover you've ever seen ! 


els 
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WHAT'S BEHIND THE MOVIE CENSORSHIP MIX-UP? Why 
do multi-million dollar pictures run into unexpected trouble 
so often? Modern Screen’s editor, ALBERT DELACORTE, 
writes a bold and brilliant editorial that’s as important as it is 
timely. Attention: Hollywood’s biggest executives! 
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in the 


What happens when a movie star goes on a personal appear- 
ance tour? Why are these trips supposed to be a terror? 
Modern Screen follows Diana Lynn as she captures Chicago 
in person! A heart-warming, step by step story of a star and 
a city—and a few pleasant surprises! 
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MARKET FACTS 
ABOUT YOUR PRODUCT! 


Dell 10th Annual Survey of Homemaking shows 
current use and buying trends for past 10 years in 
Food, Household Products, and Appliances among 
3,000,000 young families. For free survey facts 
about your product, write to Dell Modern Group, 
149 Madison Ave., New York 16, N. Y. 
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! ; It's magic every month the way ' 
' Dorothy picks a picture and presents ; 
' GOOD NEWS by Louella Parsons, every month in Modern ; { it so understandingly. Her review 3 
: Screen, means Hollywood news that appears in no other 1 : of “The Beginning or the End” will ; 
' magazine! Leave it to Louella (in the May issue) to give you ; HELD OPEN till the last minute to give Modern Screen \ probably be quoted from coast to \ 
; the latest low-down on the doings of the stars; from Guy ' readers a timely treat. Florabel Muir (ace N.Y. News reporter) ! coast. (10 other reviews in May ' 
; Madison to Clark Gable, from Joan Crawford to Ginger Rogers! 1 scoops the ringside story on Van Johnson's marriage! i MODERN SCREEN!) \ 
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1 WHAT BETTER WAY TO GET THE TRUE, ‘ 
: INSIDE STORY OF THE STARS THAN FROM : 
1 ! -_ THE PEOPLE WHO KNOW THEM BEST? IN MAY i 
: - : MODERN SCREEN, BETTY GARRETT WRITES ABOUT ; 
' } HUBBY LARRY PARKS, HEIDI WRITES ABOUT a : 
1 
Hedda’s Hollywood news is strictly inside stuff—with a touch : Everyone talks about Bergman, but who really KNOWS her? : pee pee a + 
of spice! Every month she writes an exclusive story for H In MAY MODERN SCREEN Charles Boyer, her co-star in } tt bho in on ~~ : 
Modern Screen. In the May issue, Hedda Hopper answers : Arch of Triumph, tells you what Ingrid is like—as an actress, ; - ‘ 
a Hollywood puzzle: “WHAT'S WRONG WITH FRANKIE?” ! a woman, a star. You'll discover, too, why he calls her 1 f ; i 
—an amazing story of why The Voice is changing! : Hollywood's most daring performer! ; f é ’ ; 
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1 ; Modern Screen’s FASHION SEC- 
: 1 TION is a miraculous marriage of 
: EVERY MONTH, Modern Screen readers get the definitive, ; glamour and economy . . . smartest 
it was the “perfect Hollywood marriage’’—until rumors began i complete life story of a new star. Interviews with the fam- ' styles at sensible prices. Readers 
to fly. What is the truth, what is only gossip about the crack- ; ily, with friends, neighbors, exhaustive research, authentic : see how it looks, how much it costs, 
up of Greer Garson and Richard Ney? In May Modern Screen i information, make this biography on the beam. In the May : and where to get it. May’s Fashion 
Valerie Sloan tells the whole story exclusively. ; issue—Part 1 of John Lund’s Life Story. H Section is the biggest yet! 
1 
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THE MADE-TO-ORDER MAGAZINE FOR MODERN YOUNG WOMEN! 


DELL pustisners of veLL MODERN GROUP 
Modern Screen + Modern Romances - Screen Romances 
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effective comedy broadcast. = 
* Mr. Walker was a marketing ex- : 
Reach to Spark Comedies ie Wii the Dapartncrt ot aan. |Featured in Copy } 2995 
New YorK—Ernest M. Walker, | culture, radio director for Harvey- . : 
of Audience Response Analysis, |Massengale agency in Atlanta, and by Avondale Mills in N 
has been engaged by Columbia|W@S associated with the Bulova; Syracauca, ALa.— Successful NEw 
Broadcasting System to assist in |‘@dio interests in New York. employe relations get top billing 00-yea 
AG ic NTS the development of CBS-produced —anpeeenoeme in a special year-long campaign peso 
comedy programs. . . to be inaugurated late this month warde 
A Mr. Walker, previously with Appoints Willoughby by Avondale Mills, manufacturer Rach 
GRICULTURAL TEACHERS WNEW’s sales department, has ee f Psd 7 Bay ee of cotton and rayon fabrics. = 
EXTENSION LEADERS Mt been working on a method of Fomme. hee "been sqpeinted to The first ad, entitled “Human vane 
each the men whose | | comedy analysis for the past two|the Brand Names Foundation | ®a@PPiness . .. can it be woven of , 
ee ” , +99? s $ : : cition t 
Wse NOD” may outsell | | years, and, according to CBS, has|board to represent the West | fabric?” will appear in the ‘April 
your best salesmen | | developed an electronic device | Coast. 26 Saturday Evening Post. Each tion he 
Setter FARMING The hcg Mr read, re- | | which assists him in separating caesar month thereafter, for at least a hd 
member, and respond to : : i = reac 
M ETH OD S Sattar teakine tMethe 2 eg se peer ind Pym gg ee Joins Ewell & Thurber year, the same space will be de Peon 
for 18 years their busi- di : : Michael Sembrat has resigned bia knit 
ness magazine. audience reaction to comedy | as copy chief of Roy Knipschild & Lees & | 
STE OT IML IMEEM CCA Circulation—17,000 | | S2°WS- From the resultant graphs | Co,, to join the copy staff of Ewell Pa. Pie 
he analyzes factors composing an| & Thurber Associates, Chicago. Pierce 
City, N 
eeds ( 
x Co., 
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New Yo 
Nine 
are Ma 
Maillarc 
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Leather 
York; F 
[os SS: Palmer’, 
wea PE (1852 a 
eae Bh endal Irish Cr 
aad dada, wyck | 
; es Fleischn 
voted to telling how the Avon- Fleischn 
dale management and employes tion, Ne 
have combined in a “partnership” shields, 
to work amicably and prosper- ert Rub 
ously for many years. Chas. H 
The campaign coincides with (1872) 
Avondale’s 50th anniversary. vision, | 
While the series is designed to York; E 
familiarize consumers and retail- (1872) | 
ers with the company’s trade- sidiary « 
mark, no direct sales appeals will lyn. 
be made. Mian 
Douglass Crockwell has been . 
retained to illustrate the series, Certifi 
which will run in four colors. went to 
After the first three ads, his sub- of B. | 
jects will be actual Avondale men, York; I 
women and children, drawn from § May Bic 
\the 10 Alabama towns where the fumes ( 
‘company operates mills. Solon Ps 
| Copy will take up, in succession, B Peer (lt 
ithe various phases of the com- erles; | 
| pany’s employe relations program, (1879) 
‘including a “saving wage,” home § York; L 
ownership, profit sharing, income B °"¢ 188 
retirement, farming, safety, health subsidia 
'and school plans, home garden- § @"y, D 
‘ing, recreation and cultural ac- § "«msdel 
tivities. The initial ad points out 1890) 
that the company-employe “part- New Yo 
nership” has resulted in “high B ! 0ducec 
‘rates of (employe) income—and \orporat 
production— which are unsur-§ *°ys sh 
passed in the entire American® / W. B 
|cotton industry.” Horn pa: 
John A. Cairns & Co. NewH ”' A. C 
York, is the agency. Island C 
| aseneeenaeet : 
RETAILING ; S 1 ° ° | Schedules Asphalt Drive Applic 
A nO. Un NAGE, Ooo Tamko Asphalt Products, Inc. Machine 
o | Joplin, Mo., manufacturer of 2 !!!. wit! 
line of asphalt roofing, has sched-§ © ompan) 
uled an outdoor bulletin campaign approvec 
‘ " THE TWICE-WEEKLY | throughout its trade territory in compani 
Like the quadruped in the striped suit above, RETAILING, too, is a NEWSPAPER COVERING: re neni ge s,s chine, fo 
: ead - ‘ Arkansas for the bene of its subsidia 
linage standout . . . both editorially and advertisingly. In 1946, © Pwatwe ond Babine ‘dealers. The campaign, to bef called th 
America’s only home furnishings newspaper published over 314 p ‘ placed through Tri-State Adver- J low & Se 
million lines of editorial material, 5 million li f advertisi pA cit ge tana | tising Agency, Joplin, will carry 
‘ ion lines of advertising. In © Decorative Accessories the slogan, “Have One on th¢@ Joins F 
terms of a 7 x 10 monthly magazine, that would come to over © Floor Coverings venience = irgin 
1,400 pages per issue! RETAILING’S linage leadership is just one © China and Glassware buolicity 
more evidence of its all-counts No. 1 position, its dominance as an © Lamps and Lightin i wa Re latter, 
- ghting The Chain Relation: 
advertising medium in the home furnishings business paper field. © Housewares Drug Field is a ‘g nead of 
Isn't that where your own home furnishings business advertising © Major Appliances yo — 
should be concentrated? © Radio and Television SPECIALIZED FIELD— gs Vintne 
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Foundation Cites 
25 50-Year Brands 
in New York Area 


NEw YorK—Twenty-five 50- to 
00-year-old brand names, with a 
ombined life of 1,918 years, were 
warded certificates of public 
ervice at a meeting of Brand 
Names Foundation here April 18. 

The group, mostly in the New 
York metropolitan area, is in ad- 
dition to 175 cited by the founda- 
tion here in February, 1946. 

Four which have passed or 
reached the century mark, with 
dates of introduction, are Colum- 
bia knitting yarn (1816) of James 
Lees & Sons Company, Bridgeport, 
Pa.; Pierce paint (1847) of F. O. 
Pierce Company, Long Island 
City, N. Y.; Henderson’s tested 
eeds (1847) of Peter Henderson 

Co., New York, and Palmer’s 
perfumes (1847) of Solon Palmer, 
New York. 

Nine in the 75-100 year group 
are Maillard’s cocoa (1848) of 
Maillard Corporation, New York; 
Boyle (1851) of Boyle Luggage & 
Leather Goods Company, New 
York; Palmer’s Jockey Club and 
Palmer’s Frangipanni perfumes 
(1852 and 1865) of Solon Palmer; 
Irish Cream ale (1865) of Bever- 
wyck Breweries, Inc., Albany; 
Fleischmann’s dry gin (1870) of 
Fleischmann Distilling Corpora- 
tion, New York; Kleinert’s dress 
shields, etc. (1871) of I. B. Klein- 
ert Rubber Company, New York; 
Chas. H. Phillips milk of magnesia 
(1872) of Chas. H. Phillips di- 
vision, Sterling Drug, Inc., New 
York; Burton’s flavoring extracts 
(1872) of W. Burton & Co., sub- 
sidiary of Fred Fear & Co., Brook- 
lvn. 


Names 50-Year Concerns 


Certificates for 50 years or more 
went to La Mode buttons (1877) 
of B. Blumenthal & Co., New 
York; Indian Bouquet soap and 
May Bloom and Lilac Sweets per- 
fumes (1878, 1887 and 1891) of 
Solon Palmer; Beverwyck Famous 
beer (1878) of Beverwyck Brew- 
eries; Ruppert beer and _ ale 
(1879) of Jacob Ruppert, New 
York; Lee and Disney hats (1884 
and 1885) of Disney Hats, Inc., 
subsidiary of Frank H. Lee Com- 
pany, Danbury, Conn.; Daggett & 
Ramsdell beauty preparations 
1890) of Daggett & Ramsdell, 
New York; Kinsey whisky (1892) 

oduced by Kinsey Distilling 
Corporation, Philadelphia; Beard- 
sley’s shredded codfish, (1896) of 
J. W. Beardsley’s Sons, Newark; 
Horn paints, varnishes, etc. (1897) 

A. C. Horn Company, Long 
Island City. 


Appliance Firms Merge 
A merger of American Ironing 
Machine Company, Algonquin, 
lli., with Barlow & Seelig Mfg. 
Company, Ripon, Wis., has been 
approved by stockholders of both 
companies. American Ironing Ma- 
chine, formerly a partially owned 


subsidiary of Barlow, will be 
called the ironer division of Bar- 
low & Seelig. 


Joins PR Affiliates 


‘irginia Evans, formerly on the 
pudlicity staff of Mutual Broad- 
casting System, has joined Public 
Relations Affiliates, Chicago, as 
head of the women’s events de- 
partment. 


Vintners Name Biow 

resta Blanca Wine Company, 
Li ermore, Cal., and La Boheme 
Vi eyards Company, Fresno, have 
ap ointed the Biow Company as 
ad ertising counsel. The accounts 
Wi! be serviced by the agency’s 

Francisco office. 


Te Canadian Advertising 
nited Auto Parts, Montreal, 
1 50 stores in Quebec and east- 
Ontario, has named the Cana- 
Advertising Agency, Mon- 

. to handle its promotion. 


Names Harragan 

Tom Harragan, 
count executive 
mett Company, 


formerly ac- 

of Newell-Em- 
New York, has 
been appointed associate pub- 
lisher of Popular Publications, 
Inc., New York. 


Peter Prouse eles CBS 


The Columbia Broadcasting 
System has appointed Peter 
Prouse executive’ assistant to 
Ernest H. Martin, director of net- 
work programs in Hollywood. 


Mr. Prouse, formerly supervisor 
of curriculum and instruction for 
the Army’s Information and Edu- 
cation Staff School in Frankfort, 
Germany, will be in charge of 
administration of CBS’ Holly- 
wood - originated network pro- 
grams. 


Kennel Club Names Nett 


John Neff, formerly of the Bet- 
ter Homes & Gardens’ New York, 
advertising staff, has been named 
executive secretary of the Ameri- 
can Kennel Club. 


| Ore., featuring its 
| Air” 


Three to House & Leland 


House & Leland Advertising 
Agency, Portland, Ore., has been 
appointed to direct the advertis- 
ing of Sunset Gardens, Eugene, 
“Camellias by 
program through florists’ 
magazines and direct mail; Apex 
Products Company, Portland, 
maker of a new type greenhouse 
suitable for small growers or for 
home use, and Mar Dor Hospital, 
Portland, using newspaper copy in 
all major Pacific Northwest 
dailies. 
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eYou cant cover California’s Bonanza Beeline 


without on-the-spot radio 


Why the Bonanza Beeline? Because people in California’s 
central valleys and nearby Reno area spend 35% more 
on retail purchases than the U.S. per capita average.t 


Only successful way to radio-sell prosperous Beeline 
people is with on-the-spot radio. Outside stations just do not 
penetrate the mountain barriers isolating the Beeline. 

You have the inside track using the five BEELINE 
stations, blanketing this 2 Billion Dollar Market. Each, too, 
does a public service job locally. People of Kern County, 
for instance, have looked to KERN for leadership since 
1931. Discover for yourself how much the Beeline stations 


can sell—individually or as a group. 


tSales Management's 1946 Copyrighted Survey 


MCCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA 


KFBK 


Sacramento (ABC) 
10.000 watts 1530 kc. 


1000 watts 


KOH 


Reno (NBC) 
630 ke. 


PAUL H. RAYMER CO., National Representative 


KERN 


Bakersfield (CBS) 
1000 watts 1410 kc. 


KWG 


250 watts 


Stockton (ABC) 
1230 ke. 


xoH-* 


Eno 


KMJ 


Fresno (NBC) 


5000 watts 


580 ke. 
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THE BEST WAY TO REACH 
16,000,000 BOWLERS 


Tell Your Story in Bowling 


Over 35,000 circulation, including 24,000 league and 
2515 city association officials. The only magazine with 
100% coverage of 5394 certified Bowling establishments. 
Bowling market, wide open after four war years, produces 
$291,000,000 annually — three times as much as pro 
baseball. Write for our latest rate card today. 


OW 


THE BOWLER'S MAGAZINE 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 
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IC Enters Deluxe 
Day Train in Race 


for Travel Favor 


Cuicaco—The Illinois Central’s 
most ambitious effort to maintain 
passenger revenue since the war 
was introduced last week when 
the IC put its new all-coach lux- 
ury train, the City of New Or- 
leans, on display at points of call. 

With coaches turned out by 
Pullman - Standard and_ dining, 
lounge, mail and express and bag- 
gage-dormitory cars in the IC’s 
own shops, the new luxury diesel- 


powered train will make the Chi- 
cago-New Orleans run in 15 hours 
55 minutes—35 minutes faster 
than the IC’s superduper Panama 
Limited. What makes the train 
different in conception from such 
ultra-modern coach trains as the 
Pacemaker and the Trailblazer is 
the fact that it will make 19 stops 
between Chicago and New Or- 
leans, so that, in spite of its re- 
markable running time, it is 
planned as a “local” rather than 
an “express” train, and_ short 
hauls between points on the line 
are expected to provide a major 
portion of its revenue. 


On Exhibition Tour 


The train has already started 
on an exhibition tour of the cities 
it will serve, and will go into 


7 et a Dou 


When 
while a merchant 


a woman shops 


weighs and measures 

—her mind is far ahead 

of cuts and quarts and cans. 
To her, a happy family 

is already dining 

on a truly fancy spread — 
because, you see 


She has a picture 

in her mind— 

inspired, of course, by things 
she’s seen or read 

in her favorite magazine — 
and now, bit by bit, 

with the things she buys 

she sees how she herself 

will make that picture real. 


“Mental pictures” like these 
move advertising 

otf the page and into 

the minds of women 

in over 3,500,000 homes 

as McCall's editors translate 
in-the-home research 

into stimulating expression 


of women’s needs and wants. 
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regular service Sunday, April 27 
There are two identical unit: 
each leaving its terminal at 8 a.n 
and completing its run at 11:5 
p.m. Daily service in both direc 
tions will be offered, with throug 
cars running to St. Louis an 
Louisville as well as main-lir 
points. 

Each train consists of a ma! 
and express car, a baggage-dor- 
mitory car including a sumptuov 
lounge, toilet facilities and showe: 
for train personnel, two 48-se;! 
coaches, six 56-seat coaches, dine). 
diner-lounge and an observatio)- 
tavern-lounge. 


Promotion for the train, di- 


| rected by the Caples Company, !C 
| agency, 


broke last week with 
600-line ads and a three-day bar- 
rage of radio spots in about 4) 
cities, announcing the local ex- 
hibit of the train. 


High Revenue Potential 


Initial passenger - selling cop, 
will also be 600 lines, running 
in all newspapers in 42 on-line 
cities and 16 other cities in the 
Midwest which can be expected to 
supply some passenger revenue 
cities such as Milwaukee, Cleve- 
land, ete. A follow-up campaign 
of three testimonial type ads has 
already been planned, but has not 
been scheduled. These ads _ wil! 
run later, as the traffic situation 
indicates. 

An indication of the difference 
in potential revenue between 
coach trains and Pullman trains 
is provided by the City of New 
Orleans and its sleeper brother, 
the Panama Limited. Operating 
at maximum capacity, the all- 
coach City of New Orleans could 
carry 488 passengers at 2.2 cents 
a mile, or $10.74 a train mile, 
whereas the Panama could carr) 
200 passengers at 3.3 cents a 
mile, or $6.60 per train mile. 

It’s practically impossible to 
operate either at complete ca- 
pacity, but if both did so, ticket 
revenue from a single trip on the 
Panama would aggregate $6,078.60. 
whereas on the coach train it 
would be $9,891.54—a difference 
of $3,812.94, or well over 50° 
more. 


Issues PR Case Studies 


The first series of case studies 
of successful public relations pro- 
grams, ‘Public Relations in Ac- 
tion,” edited by Philip Lesly, has 
been published by Ziff-Davis Pub- 
lishing Company. The book in- 
cludes 20 case studies of success- 
ful public relations programs 
which have won awards from the 
American Public Relations Asso- 
ciation, with a special chapter on 
the record of the Advertising 
Council. 


KMBC Appoints Rucker 
Tom Rucker, formerly prom 
tion director of Station WK’ 
Oklahoma City, has joined Stati 
KMBC, Kansas City, Mo., in tle 
same capacity. He succeeds E. P. 
Shurick, who has been named 
promotion director of Free 3 

Peters. 


Thompson Joins Arndt 


Earle C. Thompson, advertisi: + 
manager of International Res 
tance Company, Philadelphia, ! 
joined John Falkner Arndt & ¢ 
Philadelphia, as a member of 
account managers staff. 


DIE 
CUTTING 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 
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” Even LEPROSY__=34 
fails to mar a Great 
Devotion’ 


€ 


The true life story of love that has survived family 


objections, war, separation—and LEPROSY 


GUAM, 1913. A young Swiss girl, defying her 
father’s orders, plunges into a tropical stream 
and swims half a mile to the arms of an Amer- 
ican marine sergeant. 

LOUISIANA, 1946, The marine sergeant, now an 
older yet ereet army major, stands quietly in 
the doorway of the little cottage he has moved 
into—to be near his Swiss wife in the adjoin- 
ing leper colony. 


This tender and enduring story went straight 
to the hearts of millions of readers of the 
December 8, 1946. issue of The American 
HW eekly—touched that natural interest in ro- 
mance that lies within every man and woman. 


Even more, in a nation with an alarmingly 
vrowing divorce rate, the 33-year saga of this 


devoted couple re-established the faith of 


young and old in lasting love. 

Romance is only one of the 12 basic human 
interests. L pon these interests. so deep-seated 
in all of us, one of the most successful maga- 
zine editorial policies has been built. 

@ The 12 interests—and editorial success 

it is a policy that cuts across all class lines. 
it appeals to everyone. regardless of income. 
regardless of education or social standards. /1 
s the editorial policy of The American W eekly. 


People everywhere are caught and held by 


the vital. real-life stories in this magazine. 
Here are true stories of love. tragedy .. . re- 
search. exploration. art. history—the entire 
range of man’s emotions and achievements. 
Such foresighted articles in The American 
HW eekly have often vitally touched the lives of 
the American people. Sister Kenny. for ex- 
ample. says that millions of families would 
never have known of her treatment for in- 
fantile paralysis if it had not been for The 
{merican Weekly's pioneering articles. 


Weekly habit in 9.052.251 homes 
The 


HW eekly reaches one out of every four American 


It is no wonder. then. that {merican 


families every week, This great magazine pro- 


vides effective coverage in more Communities 
of every size than any other publication and 
carries the advertiser's message at a lower cost 
per thousand than any other leading weekly 
publication. 


. a“ Cock-a-doodle-do 
“yf The April 13, L947, issue of The 


( ; 
dh {merican 


largest advertising volume for any one issue in 


Weekly contains the 


its Sl-year publishing history. Seventeen Color 
Page advertisements and columns of black-and- 
from 


white feature a range of merchandise 


baby carriages to dog food. 


Typical articles in The American Weekly designed 


to satisfy the 


I2 BASIC HUMAN INTERESTS 


TRAGEDY: 
CULTURE: 
HEALTH: . Hope for Victims of Trench Mouth 
ROMANCE: . . Romantic Tangles of Vivi Stokes 
SCIENCE: . . Destiny of Man. . . 
ACHIEVEMENT . . 


Heartbreak House 


Pagan Idols Beneath St. Peter's 


Unmarried Millionaires — 
The Howard Hughes Story 


MYSTERY: . . The Harry K. Thaw Story 
SELF-IMPROVEMENT: . . Office Boys 
HEROISM: . - Dog's Best Friend 
SECURITY: . 
RECREATION: 
FAITH: 


The Brains of Young America 
Amateur Star-Gazers 


“My Faith" by Alfred L. Kroeber, Ph.D. 


THE 


Createst 
Circulation 
in the World 
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“The Nation's Reading Habit’— 14 Hearst Publication 
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Emelco Opens Office 


Emeleco Corporation, Buenos 
Aires, has opened a New York 
office at 535 5th Ave., to make 
commercial films. The company 
plans to open an office in Brazil 
in 1948. 


WIP Plans Expansion 


Station WIP, Philadelphia, has 
announced a $300,000 expansion 
plan, which will include construc- 
tion of “five new studios, master 
control room, an FM tower for its 
WIP-FM, and new antennae. 


Big Coast to Coast poster 


vly 1. Low 


DOUGLAS LEIGH POSTER ADVERTISING 
630 FIFTH AVENUE = = + +&#£«,NEW YORK 20, N. Y. 


Supreme Court 
Upholds FIC in 


Demonstrator Suit 


Refuses to Review 
Trade Order in 
Arden Test Case 


WASHINGTON —A clean-up of 
demonstrator and advertising re- 
bates to conform with FTC’s in- 
terpretation of the Robinson-Pat- 
man Act was ready to roll this 
week after the Supreme Court 
refused to intervene in a test case 
|against Elizabeth Arden, Inc. 

A half dozen additional cases 


|involving major cosmetic houses 
have marked time while Arden 
tested the commission’s conten- 
|tions that demonstrators and re- 
/lated benefits, if offered to one 
| outlet, must be available on pro- 
| Portionately equal terms to com- 
| peting outlets. 

The Supreme Court’s refusal to 
review the order implies. that 
| cosmetic firms must accept the 
FTC interpretation, or go to Con- 
|gress for clarification of the law 
| itself. 

It strengthens the commission’s 
hand at a forthcoming trade prac- 
tice conference for the cosmetic 
industry, to be held under the 
supervision of Commissioner Rob- 
ert E. Freer in New York May 
12-13. 


Defend Special Benefits 


Cosmetic firms have unsuccess- 
fully argued that prominent de- 


A Clear Channel Station... 
On } ™. 


Ng the Middle I] est 


MBS 


Ww. NI 
Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 
235 Montgomery St., San Francisco4 ¢ 


\ GN has more listeners* in the NRI Chicago 


station area between 6:00 a.m. and 12:00 noon 
than anv other Chicago station. 


*Families listening a minimum of six minutes per week. 


Chicago 11 
Illinois 
50,000 Watts 


720. 
On Your Dial 


wa} 


411 W. Fifth St., Los Angeles [3 


Advertising Age, April 21, 1947 


partment stores are entitled | 
special benefits which need nt 
necessarily be offered to neig)- 
borhood druggists and other less», 
known outlets. 

Phillip Courtney, president .; 
Coty, Inc., one of the major firs 
involved in demonstrator dif)j- 
culties, argues that display iy 
prominent stores is a form of ad- 
vertising which eventually builds 


|sales for other dealers. 


FTC found that Elizabeth Ar- 
den provided demonstrators {o; 
a handful of the 725 department 
stores, 25 specialty shops and 
2,250 drug stores handling its 
line. Though it rejected the claim 
that Arden was merely meeting 
the practices of its competitors, it 
reported that cosmetic depart- 
ments of well-known stores were 
sometimes staffed entirely with 
“subsidized” personnel. 


Many Sales Girls Paid 
All of about 40 sales girls in 


|the cosmetic department of Saks- 


Fifth Avenue, New York, are 


|/paid by various cosmetic manu- 


facturers, FTC said. Of 33 girls 
in the cosmetic department of 
Abraham & Strauss, New York, 


| only two are paid by the store. 


FTC claims that demonstrators 


/have been offered on such terms 


and conditions that less than 10% 


'of the customers could comply. 


In Philadelphia, it found fully- 
paid Arden demonstrators in the 
Blum store, Bonwit Teller, B. F. 
Dewees and Strawbridge & 
Clothier; partially paid demon- 
strators at Gimbel Brothers and 
Snellenberg, and no demonstrato! 
service for 13 other competing 
Philadelphia stores. 


Store Wins Suit 


Arden’s demonstrator system 
resulted in private damage liti- 
gation as well as the FTC com- 
plaint. A Little Rock, Ark., de- 
partment store sued successfully 
for triple damages after Arden 
had paid $10 a week for three 
years toward the cosmetic depart- 
ment payroll of its next-door 
competitor. 

In its dealings with the house- 
hold dye industry, FTC has in- 
sisted on steps to inform the pub- 
lic where sales personnel are 
compensated by a manufacturer. 

On the assumption that the pub- 
lic might otherwise assume that 
a clerk is passing an unbiased 
recommendation, FTC is inserting 
rules to that effect in a _ trade 
practice code soon to be adopted 
by household dye firms. 


Promotes Kamin 


V. A. Kamin, formerly regional 
manager of the New York and 
New England territory for Motor- 
ola, has been appointed merchan- 
dise manager of the home radi 
division of Motorola, Galvin Mfg 
Corporation, Chicago. He will 
also act as assistant to Mr. Stel!- 
ner, who is in charge of the home 
radio division. 


Lees Promotes Two 


James Lees & Sons Compan) 
Bridgeport, Pa., has appointed 
M. R. O’Hagan, western divis 
sales manager, to central divisi.! 
sales manager of the carpet di 
sion, with headquarters in C 
cago. J. H. Light, Lees W 
Coast representative, will succ 
Mr. O’Hagan on the West Coas 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may if You 


be doing just that Manufacture 
There's a 7 billion and Sel 


dollar market you i 
COSMETICS 


could encourage 
-_ 


simply by letting 
these people know you'd welcome t 
business. For the Negro looks to his 
press for guidance. Your advertisu 
the Negro papers can earn his c 
dence, good will and regular patro! 
3ut whether your product is 
metic, food, drink, wearable, or < 
thing else, it will pay you to writ 
Interstate United Newspapers, Inc 
Fifth Ave., New York, for the fact 
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Newsprint Brings 
Fantastic Prices, 
SNPA Heads Warn 


CHATTANOOGA — Spot newsprint 

iles at “fantastic prices’ drew 
the fire last week of E. B. Stahl- 

ian Jr., president, and the board 

f directors of the Southern News- 

iper Publishers Association. 

In a letter signed by Mr. Stahl- 
man, who is vice-president of the 
Nashville Banner, and D. Hiden 
Ramsey, chairman of SNPA’s 
newsprint mills committee, the 
association warned members that 
the problem created by spot trans- 
actions in newsprint is a danger- 
ous one. 

Southern publishers are buying 
some of this spot newsprint and 
while the actual amounts aren’t 
known, “reports coming to the 
SNPA headquarters indicate that 
they are extensive enough to im- 
pose a dangerous pressure on 
standard prices,” the letter said. 
‘They may even explain in some 
measure the recent increases put 
into effect by many newsprint 
manufacturers. 


Most Can’t Afford More 


“Most newspaper’ publishers 
must admit that standard prices 
are about as high as the average 
newspaper can afford to pay. Any 
urther increase in these standard 
prices could be ruinous to the 
1lewspaper industry, particularly 
to the smaller newspapers that 
are already being hard pressed by 
mounting labor costs. 

“Let’s place ourselves in the 
positions of the American and 
Canadian manufacturers. Taken 
as a group, they are allotting their 
full production to their regular 
customers on an equitable basis 
ind are keeping their output out 
of the spot market. They are 
‘harging prices which are cer- 
tainly modest by comparison with 
the prices which spot newsprint 
is commanding, although they are 
)urdensome for many publishers. 
Can we reasonably expect them 
to hold their prices always at 
nly one-half or even one-third 
if the prices which some _ pub- 
lishers are apparently willing to 
ay in the free market? 

“We urge our members to think 
nany times before they buy spot 
lewsprint at prices considerably 

excess of standard prices. Such 
transactions may yield = quick 
rofits now, but they will prove 
lisastrously costly later if they 

ult in substantial increases in 
tandard prices.” 


Appoints Bain; 
Gets 3 New Accounts 
Floyd C. Bain, formerly with 
Pacific Northwest Broadcast- 
and sales manager of the five 
lontana stations in that chain, 
been appointed an account 
ecutive of Schultz & Ritz Ad- 
rtising Agency, Portland, Ore. 
[he agency has been named to 
idle the following accounts: 
ietz Refrigeration Company, 
tland manufacturer of com- 
rcial and domestic frozen food 
inets; Marden & Hagist, Port- 
{1 ship chandler, and Vreeland 
Company, Portland, maker 
apidary equipment. 


Places Insurance Copy 
iberty Mutual Insurance Com- 
of Boston has scheduled 
es in Boston, New York, Phila- 
hia, Chicago, San Francisco 
Dallas newspapers for an in- 
itional advertisement into 


the annual financial state- 
t has been built as an integra! 
of the copy. satten, Barton, 


tine & Osborn, Boston, is the 


Tc Badger & Browning 
llaire Shoes, made _ by 
es, Stickney & Walker, Inc., 
ind, Me., has appointed 
er & Browning, Boston, to 
le the account. 
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Joins Rorabaugh 


Edward Connolly, 
with the National Broadcasting 
Company’s advertising and pro- 
motion department, has joined 
N. C. Rorabaugh Company, New 
York, as advertising sales man- 
ager of the Rorabaugh Report on 
Spot Radio Advertising. 


formerly 


Use the magazines 
that chain drug men 


WANT and READ 


art 
ge, av i 8 
Drug EXECUTIVES Edition 
and the 


DrugS7TORE MANAGERS Edition 


of CHAIN STORE AGE 


aici Percentage of 91.92 % 
is PROOF of Readership! 


|opportune time. 


BMB Must Go On, 
Hugh Feltis Tells 
Midwest Group 


Kansas City—‘“Two years ago 
you might have deferred the for- 
ward step represented by BMB,” 
Hugh M. Feltis, president of 
Broadcast Measurement Bureau, 
|New York, told an 


meeting here April 14. “But hav- 


ing taken that step, you cannot| 


now go backward.” 


yourselves and to your customers |! 


the value of this uniform meas- 
urement. You cannot permit the 
irreparable harm to the entire in- 


|dustry that would result if this 
work were not continued.” 
William B. Hill, manager of 


\ 


NAB area} 


Compton Advertising, Kansas 
City, spoke for BMB on behalf 
of the Four A’s, and John T. Mc- 
Lean, advertising manager of Hall 


Brothers, Inc., on behalf of the 
| ANA, 
Phillips Joins DuMont 


Mr. Feltis spoke here on a na-_ 
tionwide barnstorming tour to sell | 


broadcasters on a _ second BMB | president of USO Camp Shows, 
| has joined Allen B. DuMont Lab- 


study, to be launched in March, 

1948. Active preparation for it 
| will begin next July. 

“Study No. 2,” he said, “is 
scheduled for a critical and an 
Critical because 
it will show audiences resulting 
from critical changes in the radio 
picture. Opportune because the 
many new and changed stations 
can start out on the right foot 


with BMB. You have proved to 


Lawrence Phillips, who left his | 


business aS management con- 


sultant to become executive vice- | 


oratories aS management  con- 
sultant. He will continue his work 


with USO until its dissolution at | 


the end of 1947. 


Names Gallagher 


Neil A. Gallagher, formerly an 
account executive of Landsheft, 
Inc., Buffalo, has joined Stewart, 
Hanford & Casler, Rochester, in 
the same capacity. 


> >D>-— MADE 


A 


‘ SANFORIZED' 


IN 


CANADA —> . 


“AUTOMATICALLY OUR FIRST CHOICE™ 


....world’s greatest name in shirts 


The major advertising objective of Cluett, 
of Canada, Limited, has 
been to keep their brand name “ 


Peabody & Co. 


before as many Canadians as possible for 
each advertising dollar invested. Here is 


their own story: 


where 77.5% 
Arrow 


Star Weekly. 


weeks in the year. 


In the urban market 


of Canada’s retail dollars are 
” spent, 651,555 of the 1,100,337 English- 
speaking families buy, and buy from, The 


Because The Star Weekly blankets this 
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ler, Julius Kayser & Co., chair- 
man of the executive committe: 


BN Lauds Brands 


Under a “brand names” com- 

1 ' petitive economy, Mr. Roge 
as Keystone continued, “every man is en 
couraged to do the best he can. 
and the public is the judge 


whether or not he succeeds, be- 
cause by branding his goods 
people will know that they come 
from him.” 


of Competition 


Rogers of Sterling 


° Symbol of Responsibility 
Becomes Chairman; 


. In enactment of the Lanham 
Henry Abt President Trademark Act, Mr. Rogers 
| pointed out that the Senate com- 
| New York—‘“Brand names are mittee emphasized that “trade- 
the keystone of a competitive | marks defeat monopoly by stimu- 
economy,” Edward S. Rogers, lating competition.” 
chairman of the board of Sterling Discussing the “social value of 
Drug, Inc., told a Brand Names| trademarks and_ brands,” he 
‘showed that such marks have 
been employed as symbols of re- 
sponsibility for more than 2,000 
years. 

The foundation’s meeting was 
devoted largely to six clinics on 
brand names by executives in 
advertising and sales promotion, 


Day luncheon here April 18. 

Mr. Rogers was elected chair- 
man of the board of Brand Names 
succeeding A. O. 


' Foundation, 


: public relations, agencies, media, 
F department stores and specialty 
| i stores. 


MBS Raises Benson 


George Benson, who joined the 


3 Mutual Broadcasting System’s 

sales organization in 1945, has 

Henry Abt E. S. Rogers been named eastern sales man- 

ae ager. He was eastern sales man- 

Buckingham, Cluett, Peabody & ager of the Blue Network in 1941, 

Co. Henry E. Abt, Foundation prior to service in the Navy, and 
managing director for two years, formerly was with NBC. 


Dormeyer Nemes Allesee 


was advanced to the newly-cre- 
ated office of president. Frank M. 


Folsom, Radio Corporation of 

America, and Donald B. Douglas, _ Marvin E. Allesee has been ap- 
: e : Tie nn, pointed executive vice-president 

Quaker Oats Company, were and director of sales of the Dor- 

named vice - chairmen; Gavin meyer Corporation, Chicago, 

MacBain, Bristol-Myers Company, manufacturer of electric food 

treasurer, and Theophil H. Muel- mixers. 


Per Capita Savings 
in Worcester 


“When seeking a publication giving wide 
distribution to our advertising, the Star 
Weekly appeared almost automatically to be 
he first choice. We decided to use the 
Rotogravure section because of the high 
readership it enjoys, and because we wish to 
make full use 


of colour as often as our 


budget permits.” 


The 
900,000 


than 
52 


Star Weekly reaches 


Canadian 


more 


homes each week, 


rich buying audience, it can best tell the 
story of your product or service to the largest 
number of interested Canadian spenders. 
We will be happy to show you, in your own 
office, convincing proof of the fine selling 
job the Star Weekly has done and 1s doing 
in all fields of merchandising across Canada. 
It can do the same job for you. 

PUBLISHED AT 80 KING ST. WEST, TORONTO, CANADA 


U.S. Representatives: WARD-GRIFFITH CO. INC., New York @ Chicago 
Detroit © Boston @ Atlanta © San Francisco @ Salt Lake City 


The STAR WEEKLY O ore OO 


EVERY WEEK 


_—————— 


————_ 


— — 


Worcester families have money to spend and 
to bank—plenty of it. Savings in the city’s Commercial 


and Savings Banks rose 


sharply to $269,166,158.57 


by the end of 1946, a 28.2% increase over 1945. The 
per capita figure of $1356 exceeds the national aver- 
age of $346 by 292%, as reported by the Federal 
Reserve Bank June 30, 1946. These people, however, 
are year-’round buyers as well as savers. Last year, 
retail purchases hit an all time high of $400,000,000. 
They're easy to reach, too, with the Worcester Telegram- 
Gazette. Daily circulation in excess of 140,000, and 
over 100,000 Sunday saturates central Massachusetts. 


The TELEGRAM -GAZETTE 


r WORCESTER, MASSACHUSETT 


GeorGe_E F BooTtnw Publisher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 
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To improve selling and distribution methods 
in the 17,000 smaller cities and towns of the 
U.S.A....where 56% of the nation’s retail 
outlets are located . . . where more than half 
the population does its buying ... that is 
the purpose of The PATHFINDER Plan. 


Goods 1o More People 


eger ys 


 geucg 
&® ¢ i 


The Pathfinder Pan 


E SHARE the belief of farseeing manufacturers that, 
y \ if the country is to absorb the tremendous produc- 
tion which looms ahead, we shall need more efficient 
selling and a far higher level of sales. 


We’ve done something about it 


In Stroudsburg-East Stroudsburg, Pennsylvania from 
May 5 to 10, there will be an opportunity to observe 
the PATHFINDER Plan in action. On a more fully de- 
veloped scale than the PATHFINDER sales demonstrations 
held last year in Nampa, Idaho and Bridgeton, New 
Jersey, you will see the buying strength of another typi- 
cal Main Street town. 

More than 100 manufacturers of brand-name merchan- 
dise are participating. New methods of display will be 
exhibited; new selling techniques put to the test. En- 
dorsement by national wholesale and retail merchants’ 
associations evidence nationwide interest. Manufacturers 
observing have been amazed at the extent of brand pref- 
erence in these smaller communities. They have learned 
also that orders are larger, retailer cooperation is more 
sincere and returned goods are less than in cities of large 
population. They’ve learned ‘‘Where Profit Lies.” 


THE FAMILY NEWS MAGAZINE THAT INFLUENCES MAIN STREET 


A news magazine that works 


PATHFINDER is the only family news magazine edited and 
published specifically for smaller cities and towns. The 
heads of more than a million PATHFINDER families are in 
large proportion influential business men. In leading the 
way to a bigger and more profitable volume of business, 
PATHFINDER serves its own readers and the manufac- 
turers who place their messages in its pages. In these 
smaller places, where more than half the population shops 
lies the staunchest bulwark of our national economy. 
Further information regarding the PATHFINDER Plan 
may be had by writing to PATHFINDER, Sales Develop- 
ment Department, Washington Sq., Philadelphia 5, Pa. 
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“Figures from December 31, 
1946 A.B.C. statement. 
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NAB Plans Its Part 
in the AFA Meeting 


The National Association of 
Broadcasters will present a radio 
departmental on May 26th at tne 
43rd annual convention of the Ad- 
vertising Federation 
in Boston. 
NAB research director, 
cuss “The People Look at Radio.” 
Frank E. Pellegrin, NAB’s broad- 
cast advertising head, will speak 
on “Radio for Retailers,’ and 
Hugh M. Feltis, president of 
Broadcast Measurement Bureau, 
on “Measuring Radio Accept- 
ance.” 

NAB has moved its offices to 
1771 N. St. N. W., Washington. 


500,000 ~ 
proce PHOTOS 


Putman Appoints Hyde 


Jack Hyde, until recently ad- 
vertising manager of Aviation & 
Automotive Equipment, has joined 
the sales staff of Putman Publish- 
ing Company, publisher of Chem- 
ical Processing Preview and Food 
Processing Preview, making his 
headquarters in New York. He 
will handle all New England ac- 
counts and will contact New York 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S$. WABASH AVEN 


CHICAGO 


Save production 
time and money! 


Artype alphabets, arrows, numerals and symbols, 
both black and white, save you time and money 

are so easy to use. Printed on the underside of 
transparent, self-adhesive sheets, this efficient, 
inexpensive method is the perfect answer to your 


hightype-and-lettering costs. Mail coupon today! 


backing sheet 


printing on underside 
makes Artype smearless 4 


self-adhesive 


won't stick 
to hands 


FREE! MAIL THIS COUPON TODAY 


; 1 
' Artype Incorporated ; 
! 
1 Dept. F, 30 East Illinois Street, Chicago 11, Illinois : 
; Please send me your free catalog and sample of Artype. ' 
! 
1 
1 Name 
1 
1 Address ; 
' 
I 
; City Zone State ! 
! 
For Attn. of ! 
; t 
@ t 
= mtintimenwasedinminnenecnanennie otters —_ 


of America | 
Dr. Kenneth H. Baker, | 
will dis- | 


agencies handling such accounts. | 


MAGAZINE 
LIWAGE TREND 


GENERAL 


JUVENILE 


sea 


Advertising Age, 


WOMEN’S 


r— 1947— 
APRIL = MAR. 


1946 


MPRIL APRIL 
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30-— 
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WEEKLIES 


STANDARD 


r— \947— 


CANADIAN 


April 21, 194° 


1946 
APRIL 
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1947 1946 7 | 47 94 1946 
Wren MAR APaL Grae ae pee mae seg) mane mea ares 
i758 — 80- 2000— 400 — 
150 — 60— 1800- 375—- 
125 — 50 — 1600- 350— 
100 — 40— 1400 - 325- 
APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES 
F 1947 ; 1946——_, ——1947———, -———1946— 
Pages Lines Pages Lines Pages Lines Pages Lines 
| GENERAL Woman's Home 
/ Ace Fiction Grp.... 9.0 1,955 8.5 1,874 Companion ,..... 84.8 57,664 89.0 60,507 
American Magazine. 71.0 29,805 80.7 33,848 ———S s Ss 
American Forests .. 9.0 3,780 Lae 5,320 Total Group ...... 3,125.8 1,595,882 $3.871.2 1,833,760 
American Home ... 94.1 59,480 76.7 48,472 STANDARD 
American Legion ... 21.6 9,155 31.0 13,077 American Mercury.. 3 777 6.0 1,058 
Better Homes & Atlantic Monthly PF 24 0 12,180 45.3 19,005 
OR: § d)ipe 59-2 wo 132.0 83,446 85.1 53,806 Harper’s Magazine.. 36.3 8,616 42.5 10,154 
Christian Herald ... 34.1 14,629 33.5 14,377 — Ss ———————— — —_— 
be 4.9 3,343 5.7 3,901 | Total Group ...... 69.6 21,573 93.8 30,247 
Cosmopolitan ...... 85.3 36,607 90.5 88,816 | OUTDOOR 
Dell Detective Grp 16.0 6,884 17.6 7,550 American Rifleman... 49.6 20,852 30.0 12,607 
*+Dun’s Review ..... 51.1 21,448 35.9 15,078 Field & Stream..... 112.5 48,242 91.0 39,057 
tae Dg ene 9.4 4,025 12.5 5,369 | Fur-Fish-G:.me a 24.8 10,638 22.5 9,65 
Esquire (Natl.) .... 37.4 92,344 124.8 83,806 Hunting & Fishing... 36.0 15,460 32.5 13,9 
OMEOMMION csc w suas 18.5 12,684 19.5 13,412 Outdoor. Life ....... 105.4 45,217 87.4 7,504 
gl! eee 165.5 104,596 181.5 114,708 FOMUCGCOGUS 2. diacieks 32.4 13,912 28.1 2,054 
Grade Teacher, The. 33.6 14,819 35.3 15,580 Sports Afield ...... 102.3 43,892 72.5 31,083 
Le errr Lee H7.S 46,113 48.2 32,795 ——t Say eee aa 
House Beautiful 165.2 104,396 119.5 75,515 Total Group 463.0 198,213 364.0 155,893 
House & Garden 114.5 72,390 112.6 71,189 JUVENILE 
Improvement Era .. 19.3 8,273 25.4 10,903 American Girl 16.7 yy 16.0 6,91 
Instructor ........ ; 27.7 18,927 Ig 3 TO SOA 1 BAGUE EMCO. pices c's eos 24.3 16,498 26.8 LS,OS¢ 
Macfadden Men’s Grp. 18.3 6,592 18.3 7,825 Calling All Boys.... 0.9 334 0 1.4 
Mechanix Illustrated 80.6 18.055 67.5 15,114 7Calling All Girls... 30.1 12,890 8.¥ 10,731 
Motor Boating ..... 110.1 110.5 64,999 a) i: 4.3 1,859 6.5 2,791 
National Geographic 48.8 37.0 8,743 Famous Funnies ... 3.0 1,161 10.0 3,871 
Nation's Business.. 45.2 58.9 25,288 | *Fawcett Comics Grp. 10.0 3,780 7.0 2,646 
Nature Magazine ... 4.0 1.9 2.075 | Miss America ...... 26.5 10,106 22.7 8,645 
atPathfinder ....... 32.4 34.6 14,52 tOpen Road for Boys 16.9 §,855 19.8 8,327 
eee a i 34.3 25.0 17,000 Polly Pigtails ...... 6.3 2,399 10.7 4,064 
Popular Mechanics. . 169.3 143.2 $8,074 | Brue Cot@iica ....... 4.6 ,738 ys 2,922 
Popular Publications 9.8 15.8 3,529 - ee eee 
Popular Science .... 37.5 30,800 134.7 30,163 Total Group «...5. 132.7 61,017 153.4 68,24 
ES SRE CN eee 49.8 21,369 52.6 22.585 WEERLIES—MARCH 
Rotarian «.siesssses 14.4 6,172 9.9 1,237 American Weekly 88.0 87,981 84.1 84,117 
Scientific American.. 7.0 3,003 10.0 4,260 Business Week ..... 345.2 144,983 355.4 149,268 
MUO Je dc ia <s G 17.4 7.469 Christian Advocate... 16.9 7,104 21.0 8.814 
Street & Smith All CRINGE BD beat rcuss « 240.8 163,733 205.5 139,741 
Paccien Grp. adic. 3.5 651 5.5 1,023 | CCUG ciiscsvcesdanes 114.2 49,005 130.5 55,99 
MORE. . 5c acdaes ccs TS.8 33,118 56.0 23,664 | “Forbes ...... 37.3 15,673 10.4 16,985 
Thrilling Group .... 16.5 3,696 22.7 5,077 303 9 | See 31.6 33,169 57.3 34,708 
Town & Country... 146.7 98,560 175.3 117,768 fLiberty 78.6 33,718 111.6 47,871 
ME 9.” i acacia ovicanks 63.8 27,361 49.0 20,983 | sLife 390.6 265,597 308.1 206,08 
ERCUTINE: a beces cs 116.8 68,678 112.5 66,150 LOOK 2.4.55 oe oe 79.2 93,857 68.7 $6,747 
et ee a nena gzNewsweek ..... 280.7 117,885 243.8 102,37 
Total Group 2,474.6 1,241,811 2,329.4 1,165,811 New York Times 
WOMEN Magazine 200.4 170,384 167.7 142,528 
UNE. sin xmas eh aoa 185.2 79,436 183.0 78,507 New Yorker ..... 345.5 148,217 293.5 125,914 
cFamily Circle ..... 27.7 11,890 25.4 10,906 ge le) 27.6 23,457 29.3 21,009 
Glamour ........... 168.0 72,072 192.0 82,368 Saturday Evening 
Good Housekeeping 175.5 75.2909 166.2 71,280 SRE, Gas wna hae ve $41.9 300,483 362.0 246,171 
Harper's Bazaar .... 208.1 131,514 260.2 164,429 | eSaturday Review of 
fHolland’s.. Fracat 21.0 14,744 19.7 14,907 Literature 90.0 21,395 rS.0 24,82 
Household ........ 26.4 17,976 21.7 14,785 | #Scholastic ........ 25.0 10,513 25.2 10,58 
Junior Bazaar 94.7 59,828 167.0 105,544 *+This Week Magazine 68.7 58,366 4.9 45,250 
Ladies’ Home Journal 176.6 120,085 139.2 94,641 | &@Time ....... veees 350.3 147,180 9 274.3 115,222 
Mademoiselle ...... 247.0 106,821 208.0 89,232 | fUnited States News 139.0 58,371 181.2 76,104 
ey eer 98.5 66,969 94.5 64,241 
Modern Romances Total Group . 3,814.2 1,895,398 3,027.1 1,683,32' 
Se wal gh n me <A 43.7 18,736 5.6 23,853 a 
Modern Screen (MM) 51.6 22.141 63.6 27,286 *Not included in totals. 
Motion Picture (F).. 55.4 23,760 64.0 27,450 *Page size changed since last year. 
Movieland .......... 23.8 14,520 14.1 18,923 | aNow published bi-weekly; formerly published 
Movie Life ......... 33.5 14,356 37.0 5,855 weekly. 
Movie Show ........ 30.6 13,139 37.9 16,278 bFirst issue September, 1946. 
Movie Stars Parade 33.6 14,391 36.9 15,831 cOne issue 1947; four issues 1946, 
Movie Story (F)... 53.2 22,796 60.8 26,058 d1947 figures include Screenland & Silver Screen 
Eee 33.6 14,398 36.9 15,831 eFive issues both years 
Parents’ (N. Y. fThree issues 1947; five issues 1946 
Metro Ed.) Pa 10.1 4.346 7.9 2 380 2zFive issues 1947; four issues 1946. 
Parents’ (Nat'l) 104.4 $4,765 106.1 $5,523 | CANADIAN 
Personal Romances. 29.0 12,413 37.1 15,948 | _ 1947 a = 
Photoplay (Mac) .. 74.0 31,759 77.3 33,153 Pages Lines Pages Lines 
Promenade errr 55.4 23,747 63.2 27,098 Canadian Home 
Radio Mirror (Mac). 41.8 17,950 44.3 18,995 SOUPAGE oi scewas 61.2 41,644 54.2 36,824 
*Real Romance .... 26.0 11,097 28.0 12,254 Canadian Homes & 
*Real Story 6 acd ae 26.0 11,097 28.0 12,254 oo DY eer err 8.2 39,089 51.0 34,25 
Screen Guide ....... 33.8 14,520 44.1 18,923 CRMBCOIBING 6ccc ese 56.2 38,248 53.8 36,! 
dScreenland Unit ... 56.8 24,352 37.4 16,063 T*Liberty ......... 38.1 16,331 43.1 18,408 
Screen Romances ... 44.0 18,887 6.0 24,036 Maclean's (2 issues) 79.7 54,197 17.3 52.557 
Becretse .. ss: ak 22.7 9,575 23.7 9,732 a! 78.3 52,600 84.0 56,448 
MOVOMUOON .siiccseves 125.6 85,395 153.3 104,276 National Home 
Today's Woman .... 23.8 10,229 16.8 7,203 Monthly A ts odiak 39.3 26.757 39.1 >; 
True Confessions (F 57.0 24,487 69.1 29,672 | New World ... “6 27.4 18,609 32.0 21 i 
True Experiences Revue Moderne, La 24.7 16,808 27.3 18,54! 
) 0 : 44.1 18,917 51.6 22,128 Revue Populaire, La 38.8 27,165 38.6 27,14 
True Love & Romance *Samedi, Le 34.4 24,088 38.2 r¢ i 
(Mac) .. teense $2.8 18,369 50.3 21,558 . — eminent 
True Romiunces (Mac) $7.9 20,536 52.5 22,530 Total Group 136.3 355,536 138.6 15 
True Story 84.7 35,978 89.7 38,154 — 
Vogue (2 issues) 290.3 183,491 345.7 218,489 *March linage 
Woman's Day 55.1 23,63 42.4 18,187 +Five issues both years. 
WIJZ Names Dunn moted H. Wisner Miller Jr. from publication advertising of Mer 
assistant manager for the New ¥and Bettsy Ann porcelain ena™- 
Walter Dunn, who joined the york territory of the electric eled ware. 
ABC promotion department in typewriter division to sales man- 
1946, has been named promotion ager of the division. 


manager of WJZ, New York, suc- 
ceeding Delphine Carpenter, re- 
signed. 


IBM Boosts Miller 


International Business Machines 
Corporation, New York, has pro- 


Names Byer & Bowman 
Moore Enameling & Mfg. Com- 


Forest Lawn 


rauff & 


Forest Lawn Names R&F 

Memorial P:'* 
Association, Inc., has named Ru! }- 
Ryan, Hollywood, to ‘'- 


pany, West Lafayette, O., has rect its advertising, effective Ju \ 
named Byer & Bowman Advertis- 1. Newspapers, outdoor post 
ing Agency, Columbus, O., to painted bulletins, radio and 
handle the trade and consumer! cards will be used. 
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News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 


A champion feints and jabs, but he depends on his 
Sunday Punch to “‘pay-off.” That’s what First 3 offers you. 
A basic medium to support your national advertising 
campaign in the large concentrated markets of New 
York, Chicago, and Philadelphia. First 3, like the Sunday 


Punch of any champion, is aimed at the target and 
packs a wallop. 


FIRST 3's wallop consists of the highest concentrated cover- 


age in the First 3 Markets area—67% average family cov- 
erage in these First3 Metropolitan areas—with newspa- 
pers first in circulation and in display advertising—The 
New York Sunday News, The Chicago Sunday Tribune, 
and the Philadelphia Sunday Inquirer—with a choice of 
either First 3's New Magazine and Picture-Roto Combina- 
tion or First 3’s Regular All-Picture-Roto Group. 


A total circulation of OVER Fe 200,000 
! 


For concentrated effort in the FIRST 3 Markets area 
YOUR FIRST BUY IS FIRST 3 


THE GROUP = ) a NEW YORK SUNDAY NEWS 
WITH THE | 2 yi fo a CHICAGO SUNDAY TRIBUNE 
SUNDAY | = PHILADELPHIA SUNDAY INQUIRER 
MARK: “RQOUD 
Se SS LOU \ J 2 R 2e G 
PUNCH ¢ Oe ee 4 elagnauw olorgrauinne 


Picture Sections + Magazine Sections 
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36 
Leaves ‘UN World’ 


M. H. Schrader has resigned as 
director of promotion and public 
relations for United Nations 
World, New York. He will remain 
in association with Fred Smith, 
Inc., advertising and public re- 
lations consultant. 


Golby Leaves Revlon 


Helen Golby has resigned as 
director of advertising and pro- 
motion foy Revlon Products Cor- 
poration, New York, effective 
April 10. Her future plans have 
not been disclosed. A successor 


will be announced soon. 


OFFICES 


IN PITTSBURGH AND 


MONIRIOE#0/8.0) 


NEW YORK 


Ry. 


Full Employment 
‘Solution’ Shown 
in ‘Labor Review’ 


No Easy Answers 
Given in Sequel 
_ to BLS Article 


WASHINGTON — What is needed 
to avoid mass unemployment in 
1950 and after? 


are contained in an analysis of 
full employment patterns, in the 
March 


discussion begun in the previous 
issue, in which Bureau 
Labor Statistics economists 
dicated that economic 


Some answers to this + narvigaerd 


| 
| 
| 


March $1). 

The BLS economists admit that 
if some past trends unexpectedly 
shift—reducing the number who 
want or’ need to work—a balance 
in the “economic model” 
occur and no great unemployment 
result. They suggest little chance 
of such fortuitous developments, 
however. 

It is observed that full employ- 
ment can be obtained by greatly 
increasing demand for either con- 
sumer goods or capital goods, or 
a mixture of the two. 


Three Solutions Named 


As to increasing consumer de- 
mand, the article considers three 
general solutions: (1) Individ- 
uals might spend more of their 
income and save less; (2) dis- 


issue of Monthly Labor | tribution of income might become 
Review. The article continues a | 


more equal, and (3) government 
might increase “transfer pay- 


of | ments” without increasing taxes. 
in- | The latter, involving budget defi- 
trends | 
: wert to millions of jobless by 


cits, is not discussed further be- 
cause it is “clearly a matter of 


1950, unless an increase in demand | public policy.” 


for goods somehow develops (AA, 


In the earlier article, BLS fig- 


| ures 


might | 


FAMILIES WITH CHILDREN BUY 50% MORE FOOD 


than all other markets combined! Whether you sell meats, dairy 


eal 
\ 


\ 


eat 


Se 


or grocery products, beverages, home furnishings, clothing or 
drugs, surveys prove that families with children are your biggest 
customers! Right at the top of these top-customers of yours are 
PARENTS’ MAGAZINE families. They’re the people with top 
incomes, the people who buy 62.4% of all goods sold each 
year...people who, day in and day out, buy the most. 


READ BY MORE THAN 
ONE MILLION FAMILIES 
WITH CHILDREN 


®. +A 8 
pet! BE at ae Bi. “<a 


52 Vanderbilt Avenue, New York 17 


CONCENTRATE ON PARENTS...THEY BUY THE MOST! 


PARENTS’ nacazine 


Boston * Atlanta * Chicago * San Francisco 


Gorrrrrri, The PARENTS’ Seal 
PARENTS 


inspires confidence 


a ond increases soles! 


Advertising Age, April 21, 1947 


indicated a possible mini- 
mum unemployment of 4,700,000 
workers in 1950, exclusive of 2,- 
000,000 frictional unemployed. 
Consumér demand for goods 
would have to increase about 20% 
to provide jobs for that number, 
it is pointed out. Redistribution 
of income could have no pro- 
nounced effect, the article asserts, 
and only by changing the income- 
expenditure pattern can consumer 
demand be increased to a great 
extent. 


Would Have to Save Less 


The bureau studies show that 
in 1941, the average family “broke 
even,” spending about what it 
made, on a $1,250 income. Fam- 
ilies making more money saved 
part of their incomes. For con- 
sumers to spend 20% more for 
goods, BLS economists show, the 
“break even” point would have 
to reach about $3,500 in 1950. 

In periods of drastic change, 
they say, increases of such mag- 
nitude are possible. In the first 
quarter of 1946, for example, 
people spent 7% more of income 
than they would have if ’41 in- 
come-expenditure patterns held. 
But, they say, that change results 
from abnormal conditions not 
likely to continue to 1950. 

They point out, further, that if 
people did spend 20% more, they 
likely would do so in the same 
fashion “as if the 20% increase 


had been caused by an increase 
|in income.” In other words, ex- 
|penditures would increase more 
'for some types of goods (such as 
| automobiles) than for others 


(food and non-durables). 
Investment No Solution 


As to increasing demand for in- 
vestment goods, the study points 
out that, to provide an added 4,- 
| 700,000 jobs, would call for in- 
vestment by private capital about 
| two and a half times greater than 
in 1939. “It is difficult to see,” 
the authors declare, “how such a 
rate of capital accumulation could 
be maintained over any pro- 
tracted period of time.” 

“The extremes of demand in 
each model,” it is said, “represent 
fundamental changes in the struc- 
ture of the economic system. Some 
type of change must occur, how- 
ever, if full employment is to be 
achieved. The consumption model 
is a structural change at least 
part of which may occur spon- 
taneously and maintain itself in- 
definitely. The investment model 
seems to offer little such possibil- 
ity. The questions of public policy 
| posed by these results must even- 
tually be answered, even though 
the current high levels of pro- 
‘duction and employment may 
/permit us to postpone a decision.” 


Lack of Materials Involved 


One table in the study shows 
that, in any case, full employment 
in 1950 would call for greater 
output of goods in many lines 
|than has ever before been 
‘achieved. Output of autos and 
|trucks, for example, would total 
_about 8,600,000 under either the 
“consumption” or “investment” 
| model, whereas the motor vehicle 
_industry’s previous peak output, 
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reached in 1929, was only 5,400,- 
000 vehicles. 

“The necessary levels of output 
for most commodities raise serious 
questions as to capacity,” the ar- 
ticle says. “A necessary produc- 
tion of 97,000,000 tons of ingot 
steel is not only higher than past 
peak output; it is above past peak 
capacity. . . Although there is 
probably sufficient capacity to 
process the 64 billion board feet 
of lumber required in the in- 
vestment model, sustained cut- 
tings at this rate would probably 
deplete our forest reserves very 
rapidly.” 


Draw 4 Conclusions 


The BLS economists draw the 
following conclusions: 

Full employment will involve 
the preservation of a delicate bal- 
ance between inflationary and de- 
flationary forces. 

There is much feasibility of 
reduction in the length of the 
work week if full employment 
levels of production are attained. 

There is little or no hope that 
full employment can be abetted 
by increases in the number of 
those employed in service trades, 
barring “spectacular develop- 
ments.” 

If full employment is achieved, 
it “will involve a diffusion of 
benefits to all groups in the econ- 
omy.” 


Ermac Names Anderson 


Ermac Company, Los Angeles, 
distributor of metal working 
equipment, has placed its adver- 
tising with Anderson Advertising 
Agency, Los Angeles. Business 
papers will be used. 


Bridgford to Ayer 

Bridgford Company, San Di- 
ego, Cal., processor and distribu- 
tor of frozen foods, has named 
N. W. Ayer & Son, Hollywood 
office, to handle its advertising. 


Tele’'s Competition 
May Lower Radio 
Rates, Says Clipp | 


PHILADELPHIA — Because of the 
vigorous competition television 
will offer, evening commercial 
radio rates will be forced lower, 
possibly to the level of daytime 
rates, predicted Roger W. Clipp, | 
general manager of station WFIL, | 
affiliate of the American Broad-| 
casting Company here. | 

Mr. Clipp and other radio and | 
television executives appeared | 
before a meeting of the Poor 
Richard Club and the Phila-| 
delphia Club of Advertising Wom- | 
en to discuss “Television—Today | 
and Tomorrow.” | 

The WFIL manager also in- | 
sisted that television rates should | 
be “tailored to suit the budgets | 
of local retail advertisers.” Elab- | 
orate sets are not needed for video 
productions, and most good radio | 
programs will make good tele- | 
vision shows, he said. 

Paul Mowrey, ABC’s director of 
television, said many video pro- 
grams would originate in small 
towns because the cameras would 
go where ever interesting, news- 
worthy events occurred. 

WFIL has received a construc- 
tion permit from the Federal 
Communications Commission for 
a television station. Mr. Clipp 
announced the appointment of 
Kenneth W. Stowman, assistant | 
general manager of WFIL, as tele- | 
vision director of the station. 


Culp & Booker Split | 


Howard E. Booker has dissolved | 
his partnership in Culp & Booker, | 
Los Angeles agency, and has| 
started his own business at 350 | 
S. Alvarado St. Culp & Booker 
becomes Earl R. Culp Company | 
with offices remaining at 431 S. 
Hill St. | 


trations with a total for 1946 


RAIL 


82% increase 
1939 - 46* 


DAILY 141,484 


METROPOLITAN OAKLAND 
IS ON THE MOVE. 


Metropolitan Oakland (Alameda County) ranks second in 
California, which leads the nation, in motor vehicle regis- 


Tremendous expansion in this transportation center of the 
West has taken place in all fields: 


WATER AIR 


FREIGHT CARLOADS | CARGO TONS 


96% increase 
1939 - 45° 


The Oakland Tribune alone covers the great and growing market of 
Metropolitan Oakland. Since 1939, it has led with the greatest home 
delivered daily city circulation in Northern California. 


TOTAL NET PAID CIRCULATION 


A.B.C. Publisher's Statement, Sept. 30, 1946 


of 223,447.°” 


AIR PASSENGERS 
336% increase 
1939 - 46* 
**State Department of Motor Vehicles 

* Oakland Chamber of Commerce 


SUNDAY 152,744 
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The case history 

of a successful 

Chicago advertiser 
...not yet on the air 


Some advertiser in the Chicago market is about to snap up the 
participation now available on WBBM’s “Housewives’ Protective 
League-Sunrise Salute” combination. 

Perhaps you are this advertiser. If so: 

..- Your sales story will be heard every week by one out of every 
four radio families throughout the country’s second biggest market !* 

.-- You'll be reaching more listeners than are delivered in a week's 
time by almost any other program—network and non-network, day 
and night—on any Chicago station!* 

... And thirteen weeks from now odds are better than even that 
you will renew your contract. (More than 50 of the 95 advertisers 
who have been on the program since the initial broadcast in 
August 1942 signed up for second three-month runs!) In fact, 
if the law of averages means anything, you'll be a sponsor for 
54 weeks! 

Your HPL-SS sales messages are sure to get attention. Ad- 
libbed into the program, they will be given the kind of honest 
recommendation that one friend gives another. And your com- 
mercials will get action. Listeners will know your product has 
been submitted to a rigid consumer test...endorsed by a house- 
wives’ panel, 3,000 strong...and awarded the HPL stamp of 
approval. 

Three days a week, these effective sales messages of yours 
will be heard on “The Housewives’ Protective League” (4:00 to 
4:30 p.m., Monday through Friday, and 1:00 to 1:30 p.m. on 
Saturday). On the other three days your wares will be sold on 
“Sunrise Salute,” broadcast from 6:00 to 6:55 a.m., Monday 
through Saturday. Both shows are emceed by Paul Gibson—a 
past master at talking about everything from a Hindu recipe for 
soup to a convincing story about your product. 

Are you this advertiser ? 

You can be. 


Just call WBBM or Radio Sales —today. 


*CBS-WBBM Listener Diary conducted throughout the 71 counties in WEBBM's Primary 
Day-Night Listening Area (7th Series). 


Chicago’s Showmanship stain WO 3 B Mi 


Columbia Owned - 50,000 watts, 780 ke. 
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Issues Label Catalog | 


Ever Ready Label Corporation, 
New York, is distributing 750,000 
copies of its first postwar full-size 
label catalog to 150 lists of in-| 
dustries compiled by the com-| 


| Business,” 


(MITATED 


a 
Se 
a 
i 


“Tools of 
is a compilation of 
label designs for shipping, pack- 
aging, advertising and other uses. 
Copies may be obtained by writ- 
ing the company at 141 E. 25th 
St., New York 10. 


pany. The catalog, 


Ad Associates Formed 


Ad Associates, a new advertis- 
ing agency formed by Andy Kelly 
and Gordon Horney, has opened 
offices at 650 S. Grand Ave., Los 
Angeles. Arrangements are now 
under way to have offices in San 
Francisco and Seattle as well. 


Hogg Joins Adams 

Dorothy L. Hogg, formerly sales 
manager of the Killer-Diller Cor- 
poration, Milwaukee, has joined 
Adams Associates, Chicago, as an 
account executive. The agency has 


‘moved to 26 E. Huron St. 


RMA Predicts 
1947 FM Output 
at 2,000,000 Sets 


WASHINGTON—A_ special com- 
mittee of the Radio Manufacturers 
Association has reported that the 
production of FM sets, variously 
estimated between 2,000,000 and 
5,000,000, is not likely to exceed 
2,000,000 during 1947. 

At the same time, the committee 
found that the monthly produc- 
tion of FM sets will continue to 
increase, so that by the end of 
the year, sets with FM may make 


ati 


up about half the radios being 
produced. 

The manufacturers reported 
that there is still too little “know 
how” to warrant production of 
low cost FM sets, but it con- 
firmed the FCC estimate that 
more than 700 FM stations would 
be on the air by the end of this 
year. ; 

Bill Bailey, executive director 
of the Frequency Modulation As- 
sociation, said the 1947 produc- 
tion schedules should greatly al- 
leviate the shortage of receivers, 
since sets will go to areas where 
FM stations are operating. 


May Make 5,100,000 in °48 

He looks with greater confi- 
dence to 1948, for at the produc- 
tion rate that should be estab- 
lished by “the dawn of that year” 
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@ Most of the millions who enjoy Peter Paul's 
confections first heard of Mounds, Charcoal 
Gum and Peter Paul’s Almond Joy on /ocally pro- 


duced Spot Radio Programs. It’s a true adver- 


tising success that started small.. 


. then grew 


and grew. Today Peter Paul’s News Programs 


are heard on carefully selected radio stations 


that blanket the entire country. . 


is handled by 
Platt-Forbes, Inc 


Gifices in Chicage - 


Peter Paul's advertising 
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clock ...the year around. Their own carefully 


devised testing formula has proved it pays. 


Have you thoroughly considered Spot 


Broadcasting in the advertising plans you’re 


making now? Do you know how economically 


you can buy a going program with a pre-tested 
audience on a top station? Then ask your 


John Blair man. He knows. 
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the industry will be 
|sets at the rate o 
year. 

R. C. Cosgrove, RMA president, 
warned that “It is obvious that 
the creation of an audience for 
FM, even at enormous production 
levels, will take some time.” He 
pointed out that it had taken 25 
years to build the present AM 
audience, and to provide fhe pub- 
lic with 60,000,000 sets. 

The report contends that 
“cheap” sets would be a disserv- 
ice to FM, for they would prevent 
the public from realizing the full 
advantage of FM. 

“A cheap FM set, in our opin- 
ion, would be a mistake at the 
present time. Any such set, with 
today’s knowledge, would neces- 
sarily be low in sensitivity and 
have poor selectivity in relation 
to established standards for AM.” 


RMA ‘More Cautious’ 


Though its schedules show a 
possible production of 2,600,000 
FM sets this year, the RMA com- 
mittee took “a more cautious” 
view, in the light of probable pro- 
duction difficulties. 

Repeating RMA annoyance at 
FM _ broadcasters who advise 
listeners not to buy a radio un- 
less it has an FM band, Mr. Cos- 
grove said all large manufac- 


uilding FM 
5,100,000 a 


turers will soon launch cam- 
| paigns to educate dealers and the 
| public alike on the benefits of FM. 
| He said manufacturers have 
‘demonstrated their faith in FM 
\by “tremendous investment in 
| special production facilities, test- 
ing equipment, engineering and 
/research, and in advertising and 
| promotion.” 

| While production of FM sets 
"was only 1.5% of all set produc- 
tion last year, it is already run- 
| ning close to 5% now, the com- 
;mittee found. The 2,665,000 po- 
tential FM sets for 1947 involved 
,only 43,000 AM-FM table models 
|for less than $50, and 810,000 
| above $50. Nearly 1,600,000 would 
be combination AM-FM radio 
|phonograph console models, and 
146,000 would have FM only. 

¢ 


G-E Schedules Biggest 
Alarm Clock Campaign 


General Electric Company, 
Bridgeport, Conn., is launching 
its largest clock advertising cam- 
paign with full and half pages 
in national magazines. Beau 
Alarm, G-E’s new low-priced 
electric clock, will be announced 
in Collier’s, Life, Look and The 
Saturday Evening Post. Kitchen 
clock ads, which have been ap- 
pearing in Cosmopolitan, Ladies’ 
Home Journal and Woman’s Home 
Companion will continue, and 
special full-page ads on the Beam 
Alarm, light-flashing alarm clock, 
will appear in Hearing News and 
Volta Review. 

A trade campaign backing up 
the consumer copy will be carried 
in Drug Topics, Electrical Mer- 
chandising, Hardware Retailer, 
Jewelers Circular-Keystone and 
Retailing. 


Maps Washer Campaign 

Menasco Company, Burbank, 
Cal., is readying national adver- 
| tising plans for Electro-Mite port- 
able washing machine, 19-pound 
| “pocket laundry” made of alum- 
inum. Harrington & Buckley, Los 
Angeles, is the agency. 


| 
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Increased Costs 
Cut Macfadden 
1946 Net Income 


New YorK—Due to higher costs, 
net income of Macfadden Publica- 
tions, Inc., and subsidiaries de- 
clined from $950,076 in 1945 to 
$905,556 in 1946, O. J. Elder, 
president, pointed out in the com- 
pany’s annual report. 

Although net operating reve- 
nues from all sources gained 
slightly, it was shown, from $13,- 
279,837 to $13,560,242, an increase 
of more than $2,200,000 in operat- 
ing costs and other expenses re- 
duced net profit from operations 
from $3,369,090 to $1,538,215. 

Introduction of “heavier paper, 
additional color, more text pages, 
etc.,” to meet postwar competi- 
tion, Mr. Elder said, will continue 
to increase costs and probably in- 
crease “the ratio of these costs to 
revenue from advertising and 
circulation.” 

Combined circulation revenue 
from Macfadden’s nine magazines 
rose during the year from about 
$5,700,000 to $6,500,000, but ad- 
vertising revenue dipped from 
$7,100,000 to $6,700,000. More than 
half ($3,910,000) of the advertising 
revenue in 1946 came from True 
Story, the 2,139,000 average 
monthly circulation of which was 
nearly twice that of Photoplay, 
second in both advertising and 
circulation. 

Sport, introduced last fall, had 
a four-month advertising revenue 
of $33,209, and boasts a current 
circulation of 450,000. 

Procter & Gamble, with $367,- 
402, led Macfadden advertisers, 
followed by Colgate-Palmolive- 
Peet, $186,841; Lamont, Corliss, 
$181,957; Lever Brothers, $148,- 
268, and Andrew Jergens, $144,- 
822. 


WOKO Given Notice to 
Terminate Operations 


FCC has given stockholders of 
Station WOKO, Albany, notice 
that they must terminate their 
operations by Aug. 31, 1947, and 
said that it will turn over the 
station’s facilities to the Van Cur- 
ler Broadcasting Company unless 
a competing applicant appears be- 
fore June 1. 

In granting a temporary three- 
month extension to permit liqui- 
dation of WOKO, the commission 
rejected a reorganization plan 
from stockholders who eliminated 
the controversial holdings of for- 
mer CBS executive Sam Pickard. 
It was Mr. Pickard’s ownership 
of WOKO stock, concealed for 16 
years, that caused FCC to “dis- 
cipline” the station by refusing 
license renewal. The commis- 


sion’s action was later sustained 


by the Supreme Court. 


Biow Shifts Alden 


John M. Alden, vice-president 
of the Biow Company, in charge 
of the agency’s Pacific Coast op- 
erations, San Francisco, will move 
to New York as assistant on client 
relations to Milton H. Biow, presi- 
dent. He will continue to head up 
West Coast activities. 


Get a bigger share 


of the 


". “ta 


7-billion-dollar 
chain grocery 
market... 


The Grocery ORE AGE 


CHAIN STOR 


reach the big buyers 
‘in this big market! 


Philip Morris Ups Ames 
Clark T. Ames has been ap- 

pointed vice-president in charge 

of production of Philip Morris & 


FM Group Names Barlow 


William L. Barlow, formerly 
with Station WLW, Cincinnati, 
has been appointed director of 
public relations of the FM Asso- 
ciation, Washington. 


To Root-Mandabach 


Pin-Pak Corporation, Chicago, 
manufacturer of a wrist hair pin 
holder for beauty shop operators, 
with headquarters in New|has named Root-Mandabach Ad- 
York. He joined the company in|vertising Agency, 
handle its advertising. Beauty 
trade publications will be used. 


Offers New Ad Service 


E. I. Du Pont de Nemours & Co., 
Wilmington, Del., is offering hotel 
key tags made of Lucite acrylic 
as a new advertising service. The 


service distributes the tags, which 
carry room numbers and hotel 
printed matter on one side and 
the advertising message on the 


L. Leps, New York, is 
inator. 


petal Sit 


other, to hotels throughout the 
country without charge. Bernard 


any. en 


the orig- 
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will produce the best results 


Your advertising to a 
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GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


F 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


ema we tell you that Oxford 
has important distributors in 
48 key territories from Portland, 
Maine, to Portland, Oregon, from 
Minneapolis to Little Rock, that’s 
only part of the story. 


For these paper merchants are 
more than geographical sources 
of supply. They are an integral 
part of the Oxford distributing 
machinery to supply you with the 
right Oxford paper to do your 
job best. 


So you'll find these merchants 
capable in understanding your 
requirements and matching them 
to one of Oxford’s quality papers 


HORRORS! BECAUSE OF A MISSING 
PIN (T LOOKED_FOR A SPLIT SECOND_ 
AS IF OXFORD DIDNT HAVE 
DISTRIBUTORS IN 48 KEY CITIES. 


that will suit your printing needs. 
You'll find they have a selection 
wide enough to satisfy many of 
your printing paper preferences. 
Remember, too, that every Oxford 
paper is top quality in its class. 
High standards are set and main- 
tained because of the high skill of 
our veteran papermakers plus the 
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Duplex Label. 
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control of 5,000 quality tests of 
each day’s production. 

And behind it all is Oxford’s many 
years’ experience in making over 
a thousand miles of quality paper 
a day. So when you need quality 
paper ideally matched to your job, 
call in your nearest Oxford paper 
merchant. 


7 Included in Oxford’s line of quality printing and label papers 
are: Polar Superfine, Maineflex, Maineflex C1S Litho, 
Mainefold, White Seal, Engravatone Coated, Carfax, 
English Finish, Super and Antique. Aquaset Offset and 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, 


MILLS at Rumford, Maine 
and West Carrollton, Ohto 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 


DISTRIBUTORS 
in 48 Key Cities 
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Pfeiffer Joins McGraw 


George Pfeiffer III, for three | 
years with Harper & Bros., New| 
York, as manager of the mail sales | 
department and circulation man-| 
ager of Harper’s Magazine, will | 


join the McGraw-Hill Book ‘Com- |appointed Ellis Advertising Com- | 


pany, New York, as advertising | 
director on April 21. 


‘Two Appoint Ellis | 


ee en 


Peerless Specialty Company, | 
distributor of Perrie Bordeaux | 
mix for manhattans and other 
| drinks, and the Comet Ring Mfg. | 
Company, both in Buffalo, have | 


vertising. Steel 


National Broadcasting Company 
pany, Buffalo, to handle their ad- is fighting to wrest United States 


Corporation’s 
Guild of the Air” program from 


then _— TRY 


is MOST READ, MOST PREFERRED 


in the confectionery field! 


American Broadcasting Company. 
CBS also is in the bidding, but 
NBC is reported to have the best 
chance. NBC is trying to re- 
shuffle programs to provide a full 
hour for the show. ABC, mean- 
while, is countering by trying to 
clear the 9:30-10:30 Sunday night 
hour to replace the present 10-11 
p.m. Batten, Barton, Durstine & 


anniversary of repeal, with a page 
ad in nine magazines, United 
States Brewers Foundation re- 
cently confined its observance of 
the 14th anniversary of relegalized 
beer to a reception for writers in 
New York. E. V. Lahey of Smith 
Bros., Inc., New Bedford, Mass., 
recently elected president of 
USBF, was guest of honor. 

The foundation has resumed 
magazine advertising and ex- 
panded newspaper. advertising, 
through J. Walter Thompson Com- 


FIRST 


(CANDY [INDUSTRY the 


Don Gussow, Publisher & Editor * 33 W. 42nd S?., New York City 
Other Don Gussow Publications © Bottling Industry © Tobecco Qeseed 


in audited circulation, 

in Advertising Volume too!* 

; *Figures on request? 
Newspaper of Confectionery Business 


Although the distillers and vint- 
ners, through Licensed Beverage 
Industries, Inc., made promotional 
to-do last December on the 13th|will give popular concerts 


Osborn is U. S. Steel’s agency. pany. 


* * * * * * 


Henry’  Reichhold’s 


chemical, 
musical and other interests now 
include Carnegie Pops, Inc., which 


KELLY INDICATES HE WANTS 
TO RUN AND PROBABLY WILL 


Edward Joseph Kelly has been the mayor of 
Chicago for fourteen years. 

Appointed in 1933 to serve out the term of 
assassinated Mayor Cermak, he was re-elected 
three times by the Democratic organization 
he controls, has since come to be considered 
a permanent fixture .. . 

So, on last December 14th, Mayor Kelly’s 
announcement that he would try for a fifth 
term rated only a routine story in Chicago papers 
... but drew a plainly pointed page one editorial 
from The Chicago Sun... 


To the Democrats: 
CHICAGO WANTS 
A NEW MAYOR 


. which demanded not only a new candidate, 
but a better brand of city government, less 
politics, more progress . . . put it up to the 
Democratic party to produce — or lose! 

’ 


TUOHY FAVORED BY MACHINE 


Five days later, Jacob M. Arvey, Cook County 
Democratic Central Committee chairman, set 
up State’s Attorney William J. Tuohy as a 
possible substitute candidate . got into 


headlines and hot water... 


To the Democrats: 
A KELLY STOOGE 
WON’T DO, EITHER 


. with another front page Sun editorial that 
reviewed Tuohy’s record . . . found little or no 
evidence of fitness for office, recalled instances 


of machine influence, warned Democrats that 


Monkeywrench in the 
machinery (political)... 


Tuohy was not the candidate the city needed 
and wanted . . . would get no support outside 
the machine . . . or from The Sun. 

Next morning The Sun got action! 


Democrats Draft 
KENNELLY FOR MAYOR! 


This time the Sun’s simultaneous page one 
editorial endorsed the candidate — Martin H. 
Kennelly, business man, Red Cross executive, 
independent . . . insisted that he refuse offers 
of machine aid, urged that he accept the draft. 

Following day The Sun announced ... 


KENNELLY WILL RUN— 
WITHOUT ANY STRINGS 


And in the April 1st election, Kennelly, Sun 
candidate, became Chicago’s new mayor... 


GOOD MORNING, MR. MAYOR— 
KENNELLY BY 273,354 


The five-year-old Sun has never had machine 
affiliations, cannot influence the majority vote 
or dictate patronage distribution. But The Sun 
is already a force in Chicago because its readers 
have intelligence and principle, resent apathy, 
make themselves felt in public affairs as well as 
private activities . . . give The Sun an influence 
far beyond its circulation figures . . . have made 
it a major medium in a major market, worth 
to advertisers the 13,700,000 lines it carried last 
year .. . Sun circulation — more than 300,000 
daily and 450,000 Sunday — in no sense reaches 
all of the Chicago market . . . but no advertiser 
today can reach all, or the best, of the Chicago 
market without The Sun! 


¢ CHICAGO SUN 


4oo West Madison Street, Chicago 6, Ill. « 


250 Park Avenue, New York 17, N. Y. 
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throughout the country under a 
licensing arrangement. A favorite 
beverage in some parts of Europe 
is wine and seltzer. Because of 
the natural affinity between wine 
and song, Mr. Reichhold intends 
to offer the name Carnegie Pop to 
vintners for use in promoting wine 
and seltzer (or soda). 


* * 


Although net profit of Schenley 
Distillers Corporation, New York, 
for the six-month period ended 
Feb. 28, 1947, was larger than for 
the parallel period of a year ago 
(AA, March 31)—or $26,290,870 
vs. $25,773,1836—Schenley did not 
release to the press the fact that 
the bulk of the current net profit, 
or $19,385,665, was made in the 
quarter ended Nov. 30 and only 
$6,905,205 in the quarter ended 
Feb. 28. 

Meanwhile, Schenley’s rival, 
Distillers Corporation - Seagram’s 
Ltd., Montreal, which owns Sea- 
gram, Calvert, Frankfort and 
other distilling companies in this 
country, had a net profit of $15,- 
542,339 for its fiscal quarter ended 
last Oct. 31 and of $16,293,519 for 
the quarter ended Jan. 31, making 
$31,835,858 for the half. 
Schenley’s sales and earnings 
had moved ahead of Seagram’s in 
the last couple of years, due 
largely to its expansion into rum, 
cordial, beer, wine, penicillin, food 
and other fields. Seagram has 
stuck to whisky. 


* * * 


Colt’s Patent Fire Arms Mfg. 
Company, Hartford, Conn., which 
wants to change its name to Colt’s 
Mfg. Company, probably will get 
its wish. At a hearing before the 
state legislature’s incorporation 
committee on a bill authorizing 
the name change, a spokesman for 
the charter change said that less 
than 25% of Colt’s production is 
devoted to firearms. Chief opera- 
tion now is plastics; second is 
washing machines. Firearms run 
third. More than once, packages 
have been reported broken into on 
the assumption they contained 
firearms. Reaction is expected to 
be favorable. 


* % * 


Duncan Rogers, Pepperell Mfg. 
Company’s merchandise manager 
of domestics, believes that sellers 
of nationally branded sheets and 
pillow-cases will be forced to con- 
tinue selling on an allotment 
basis, at least for the remainder 
of 1947, despite impressive con- 
sumer selectivity. 

Colored sheets, he found, are 
among the strongest retail sellers. 
One Seattle store, he said, sold 
$9,500 worth of colored sheets in 
a single day as the result of an 
advertised sale. Few stores, how- 
ever, build displays for these 
items due to widespread demand. 


* a * 


Some of the happiest people in 
the agency business are copywrit- 
ers with movie experience. Due 
to the expansion of movie budgets, 
and the increased interest of 
agencies in motion picture ac- 
counts, there’s an acute shortage 
of people who know how to write 
ads that will pull an audience 
And the offers being tossed around 
are substantial. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS y FARM. 4 GENERAL 


314 So. Federal St.. Chicago 4 
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Trimz Launches 
New Wallpaper 
Containing DDT 


CHICAGO — Ready - pasted wall-| 
paper which is treated with DDT 
for health protection in children’s 
rooms will be offered to the pub- 
lic late this month by Trimz Com- 
pany, Inc., a division of United 
Wallpaper, Inc. National con- 
sumer magazine advertising will 
begin in June. 

The new wallpaper will be of- 
fered through department stores 
and other regular retail outlets, 
and will get its biggest boost dur- 
ing the warm weather season. 
Copy will appear in the June is- 
sues of Parents’ Magazine, Wom- 
an’s Day and Woman’s Home 
Companion. Dealers are being 
encouraged to advertise locally 
with mats and copy prepared by 
the company. In addition, Trimz 
is offering extensive point-of-sale 
material. Brochures are being 
sent to wholesale and retail dry 
goods outlets to promote even 
wider dealer distribution than is 
scheduled now. 

The wallpaper is being placed 
on the market after 27 months of 
laboratory testing and about 17 
months of tests under actual resi- 
dential conditions. Impregnated 
with a 5% solution of DDT in the 


coating and colors, the paper car- 
ries a health protection guarantee | 
of one year, although tests have | 
shown that it will be effective | 
even after two years. The paper | 
is odorless and completely harm- | 
less to children and pets, the com- | 
pany says. 

MacFarland, Aveyard & Co. is 
the agency. 


Lykes Bros. Steamship 
Starts New Campaign 


Lykes Bros. Steamship Com- | 
pany, Tampa, Fla., operator of 
cargo vessels principally, will be- 
gin a campaign this month in 41 
national magazines and _ travel 
business papers, and in newspa- | 
pers and maritime publications of | 
12 cities. 

At the same time, the company 
will start promotion in the 35 
countries served by its. ships. 
Caples Company, New York, 
handles the account. 


Enters Water Heater Field 


The Norge division of Borg- 
Warner Corporation, Detroit, has 
entered the electric water heater 
business with the introduction of | 
five models, with gallonage capaci- | 
ties of 80, 66, 52, 40 and 30. 


Gillette to Air Derby 


Gillette Safety Razor Company, 
Boston, will sponsor the CBS 
broadcast of: the Kentucky Derby 
next month, marking the eighth 
consecutive year the company has 
sponsored the event. Maxon, Inc., | 
New York, is the agency. 


Inside type 


NEON 
SIGNS 


We are quantity manu- 
facturers equipped to 
produce and deliver wall, 
window and counter dis- 
plays. 


The Vitroseal Corp. | 
28 East Electric 
Covington, Ky. | 


Representation available in some 
areas 


Names Friedman A. M. 


Rhoda Friedman, formerly as- 
sistant advertising manager of the 
Printz - Biederman Company, 
Cleveland, has been named adver- 
tising manager of Julius Nelson 
Corporation, New York, coat and 
suit manufacturer. 


Goldsmith Joins TAAN 
Goldsmith Company, Provi- 
dence agency, has been elected to 
membership in the Transamerica 
Advertising Agency Network. 


Schmidt Made a Partner 


Allen W. Schmidt, previously 
an account executive of McCarty 
Company and sales promotion 
manager of Kelite Products, both 
in Los Angeles, and with Lakeside 
Press, Chicago, has been made a 
full partner in Mann Advertising 
Company, Los Angeles. 


‘Oil’ Prepares Yearbook 
Miller Freeman Publications, 

Los Angeles, publisher of Oil, will 

publish the first edition of Oil’s 


1947 Yearbook in May. Covering 
the California and Rocky Moun- 
tain petroleum industry, the year- 
book will summarize data and 


41 


trends in drilling, producing and 
refining. It is to be an annual 
feature issued with subscriptions 
to Oil. 


Eee 
ct i 


RAPID COPY SERVICE 


dietitians. 


While HYGEIA has more than dou- 
bled in circulation during the past 
five years, its rate per thousand has 
defied the general price trend and has 
dropped from $4.31 in 1941 to $3.15 
py — a gain to the advertiser of 


36%, 


ORE than 2,700,000 waiting patients now read HYGEIA, the Health 


Magazine, every month in doctors’ reception rooms. 


With the U. S. birth census for 1946 standing at an all-time high of 3,000,- 
000, HYGEIA’s reception room readers inevitably include a vast audience of 
mothers and mothers-to-be. Here is a rich and receptive market for a full range 
of infant products, from cereals to diapers — an infant health-conscious market 
reading at a time and in surroundings conducive to infant product acceptance. 


Thus the influence of mother-doctor contact is added to the already high 
acceptance value of every statement on health appearing in HYGEIA — both 
approved advertising and authoritative articles by doctors, nurses, dentists and 


You can utilize HYGEIA’s ready acceptance power in the infant health field 
to sell your product to the mother market. 


NEW MEMBERSHIP DATE is available now. Simply address— 
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Burpee Catalog 
ls Monumental Job 
of Advertising 


Famed Seed Grower's 
‘Sample Book’ Runs to 
5,000,000 Annually 


PHILADELPHIA—How would you 
like to go down to the post office 
the day after Christmas, knock 
on the door of the exhausted 
postmaster, and say, “Excuse me, 
Mr. Postmaster, but could you 
come to my place and get seven 
thousand five hundred sacks of 
mail?” 

Something approximating the 
above happens every year at the 
Philadelphia post office, all be- 
cause seed catalogs have become 
standard spring literature which 
people want to start reading while 
the snow is still on the ground. 
Possibly they look on the arrival 
of the annual seed books, illus- 
trated with luscious tomatoes and 
bright flowers, as reassurance that 
summer really is coming again. 

In any case, such vernal nos- 
talgia is good for the seed business 
and has resulted in a prodigious 
annual direct mail job for the W. 
Atlee Burpee Company, seed 
grower. Last January, for ex- 
ample, they mailed out some 3,- 
000,000 128-page catalogs; and be- 
fore the year is out, these will be 
followed by very nearly 2,000,000 
more special catalogs such as those 
on fall bulbs: As more paper be- 
comes available, the number of 
pages per book will be increased 
as will the quantity of catalogs. 

And the Burpee list of 3,000,000 
catalog users has been built up 
almost entirely through mentions 
of the catalog in the company’s 
advertisements. 


A Few Problems 


Only slightly less surprising 
than the quantities of these cata- 
logs produced by this one com- 
pany is the fact that they are 
edited and virtually “published” 
by a “staff” of three people, Joseph 
F. Simpson, vice-president of 
Burpee, his assistant and a secre- 
tary. Their Jack-the-Giant-Killer 
performance becomes more ap- 
parent as one learns some of the 
problems involved in issuing a 
seed catalog. 

In the first place, it requires a 
year-round gamble with Mother 


Anyone, anywhere can set 


type this new, practical way. 
Fast, economical —just the 


thing for heads or complete 


ods. Cordboord letters are 
eutomatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull 
types to select from, each 


Over 75 popular 


pocked in a compact, refill- 


oble leatherette case. 


2 


ew 24 -Page 
Catalog 


Nature. Mr. Simpson is already 
working on his 1948 catalog, yet 
most of the seeds to grow more 
seeds for sale then haven’t even 
been planted yet. Moreover, these 
seeds will be growing in nearly 
a score of different states, in 
Guatemala, and several European 
countries. Will they all escape 
weather and bug hazards—or will 
Mr. Simpson have to make last 
minute changes next fall when his 
plates are already on the presses? 


Three Months for Printing 


This has happened many a time 
in spite of the fact that Mr. Simp- 
son has a regular phytological FBI 
system through which he receives 
progress reports all during the 
growing season from the thou- 
sands of acres of production fields 
on seed farms from coast to coast. 
He holds up actual printing as 
long as possible to avoid those 
last minute “cannot supply” slugs 
under pre-set copy, but he can’t 
wait much past Oct. 1. It takes 
two to three months even using 
Cuneo’s big facilities both in 


Philadelphia and Chicago to print 
all the catalogs. 

Then there is the matter of in- 
serting the pages of color inserts 
—those really luscious pages of 
carrots, beets, rhubarb, chard, 
snap-dragons, marigolds, zinnias— 
and this year a new “super” 
spinach called “tampala.” These 
pages are printed separately by 
American Colortype Company in 
Clifton, N. J., and some of them 
had to be hand inserted during 
the war years by Burpee employes 
because of the manpower shortage, 
before the catalogs could be 
bound. 

There are three different “edi- 
tions” of the catalogs. Irrespective 
of paper stock. or number of 
pages, the catalogs have always 
been held under eight ounces in 
order to stay within certain zoned 
mail requirements. And then there 
is the little matter of postage— 
$73,190.92 on catalogs for 1945. 

There is also the prodigious 


physical job of addressing the | 


catalogs. Even though about one- 
fousth of the regular customers’ 


WANT A SWEET PEA?—David Burpee 

takes a critical look at his new Clare 

Booth Luce sweet pea, one of hundreds 

of products that make heart-throbbing 

appeals to flower lovers by means of 
the Burpee catalog. 


‘names and addresses have been 
|put on stencils, the catalogs for 
everchanging thousands of new 
customers must be hand addressed. 
This means envelopes running lit- 
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erally into the millions; but in- 
directly the big task has a “plus” 
side—it provides steady work for 
a large force of people who other- 
wise would be only seasonally em- 
ployed filling orders and mailing 
out seeds. 


How Space Is Assigned 


While all of this mechanical ac- 
tivity is going on around the cal- 
endar, Mr. Simpson faces the edi- 
torial job of revising about half 
of his copy annually. Each kind 
and variety of seed gets about as 
much copy each year as its rela- 
tive sale justifies. New varieties 
get a splash introduction, usually 
rating one or more of the color 
pages. Last year, for instance, a 
new mildew-resisting hybrid cu- 
cumber and the super-spinach, 
tampala, shared color page honors 
with a giant alidouble petunia. 
Heretofore, the Japs were the 
only people who knew how to 
breed such a flower, but they have 
now been outdone at their own 
game. 

Mr. Simpson tries to keep up 
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with all these new developments 
in terms of black and white pho- 
tographs and kodachrome camera 
shots during each growing sea- 
son. As a result, he has a beauti- 
ful collection of such photos, but 
it is constantly being raided by 
garden club speakers, magazine 
and newspaper editors. 

As might be expected, the cover 
picture is the most important in 
the catalog, and experience has 
taught that it’s more important 
to feature a flower than a vege- 
table. Only during three years of 
the war, when food was a weapon, 
did vegetables take over the cover 
from the flowers. 


Stickler for Accuracy 


Once, however, in earlier days 
of the Burpee Company’s catalog 
(which has been published for 70 
years) a big red tomato on the 
cover caused some last-minute 
consternation in the advertising 
department. W. Atlee Burpee, 
who founded the company and was 
a stickler for accuracy, discovered 
that the cover tomato was shown 


actually 1/16 of an inch larger | 
than any real tomato of that 
variety which had been grown in 
the general field-run of fruits at 
Fordhook Farms. So, he ordered 
a special paragraph of apology in- 
serted in the catalogs before they 
were mailed out. 

But the story ended happily, 
because toward the end of the 
season, the company’s mail was 
heavy with huge tomatoes from 
customers who had met the im- 
plied challenge in Mr. Burpee’s 
honest apology by going out and 
raising even bigger tomatoes than 
the one pictured. 


Plugs New Tie Holders 
Manleigh, Inc. Providence, 
jewelry manufacturer, has started 
a national ad campaign to intro- 
duce two new Manleigh original 
tie holders, one a miniature re- 
production of a pipe, the other of 
a man’s tie. The copy is headed 
“A pipe? No! A tie holder.” In 
addition to trade _ publications, 
copy will appear in Esquire, For- 
tune, New York Times Magazine 


and Pic. 


480 Newspapers 
Take ROP Color 


| ments; 


|include 79 combinations. 


Seventy-five papers list no min- 
imum size of color advertise- 
135 have a minimum of | 


INDIANAPOLIS—Today, 480 news- | less than 1,000 lines; 176 of 1 000 | 


papers in the United States accept 
run-of-paper color, in two colors 
or more, Louis D. Young, adver- 
tising director of the Indianapolis 
Times, a Scripps-Howard news- 
paper, points out in issuing a 
“handy list” of all such newspa- 
pers. 

The listing summarizes by states 
and cities within states all papers 
accepting color and minimum 
space requirements. “Space buy- 
ers,” it is explained, “no longer 
need to thumb through page after 
page of Standard Rate & Data 
Service” for such information. 

ROP color, Mr. Young says, is 
now available in 42 states and the 


District of Columbia. Of the 480 
papers, 187 accept two colors and | 
black and 108 accept “full color,” | 
three colors and black. 

Nearly three-fourths (336) of | 
the 480 are evening papers. The 


lines, and 94 of more than 1,000 | 
lines. 

Copies of the list are available 
from Mr. Young or any Scripps- 


|Howard national advertising of- 


fice. 


Plans New Box Factory 


Hinde & Dauch Paper Company 
of Canada has purchased a new 
22-acre site in Chatham, Ont., for 
the construction of a $1,000,000 
box factory to be used for the 
manufacture of corrugated and 
solid fiber shipping boxes, interior 
packing materials and box spe- 
cialties. 


Coro In New Campaign 
Coro, Inc., Providence, R. L., 
| launched full-color ads this month 
in Glamour, New York Times 
| Magazine, Town & Country and 
Vogue, using the theme, “Amer- 
ica’s best dressed women wear 


morning and evening papers listed | Coro jewelry.” 


Better Homes & Gardens advertising works the same 
way—for the same reason. 


Editorial content (100% service articles for 


TURN of the controls and you’ve 
tuned out every distracting message 
on the air; your own choice of pro- 


gram comes through clear-cut and full. 
. 


homemakers) screens out everybody except the 


folks whose biggest interest in life is better 


living in a better home. 


If your product goes into homes, this means that 
BH&G gives you a clear-cut, full response from 
3,000,000 families with high family incomes. 


These 3,000,000 buy for some 10,000,000 people at 


the rate of the highest standard of living in the world 
—that of suburban-type American living. Every 


Better Homes 


Poeart w'Fate 
LIKE OME 


selling. 


How about starting in now? 


year, they buy billions of dollars’ worth of mattresses, 
radios, lamp bulbs, cars, bacon, tomato juice, screens, 


safety pins, blankets — everything an active family 
wants. 


That’s the rich, concentrated market that Better 


Homes & Gardens’ 100% service screens for you. 


The same 100% service is ready to serve you by 


Circulation Over 5,000,000 


fresh facts on SERVICE THAT SELLS 


Who knows—maybe these facts can show you the 
way to a more efficient, more up-to-date media 
list. If your product sells in the home market— 
and which one doesn't?—the BH&G repre- 
sentative has a lot of pertinent data to show. 


and Gardens 


Anertiass Lat Straie Migaéine 


\the entire account. 


| 
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Ronson vs. Ronson 
Suit Results in 

N. Y. Injunction 


Syracuse, N. Y.—Supreme 
Court Justice Clifford H. Searl 
has granted a permanent injunc- 
tion in favor of Ronson Art Metal 
Works, Inc., Newark, against 
Samuel Fink, who operates under 
the name of Ronson Knitting Mills 
at Utica, N. Y. 

The art metal company, a New 
Jersey corporation, set forth it 
had made lighters and a line of 
metal goods since 1909 and that 
use of the name Ronson by Mr. 
Fink amounted to unfair trading 
and unfair competition. The com- 
pany contended that it had ex- 
pended $2,000,000 in advertising 
featuring its trade name, that it 
has 35,000 accounts. 

The defendant contended he 
had a right to use of the name 
and that the plaintiff should sue 
in federal court under the trade- 
mark law. He contended that 
since his company made sweaters 
and sportswear, there was no con- 
fusion in the name. 

Justice Searl said modern ad- 
vertising and business promotion 
involve investment of large sums 
and justice demands that these 
investments be protected. 


British Alter Ad Plans 


The panel of advertising agen- 
cies which handled advertising for 
the British government during 
and since the war, will not be 
used after termination of cam- 
paigns now running. Government 


| advertising will be handled by 


only one agency and it must have 
facilities adequate for handling 
The panel 
method was adopted during war 
| years to allow agencies whose 
staffs were depleted to participate 
|in government campaigns. 


To Schoenfeld, Huber 


Patricia Stevens School for 
Models, Chicago, has switched its 
account from Klein & Associates 
to Schoenfeld, Huber & Green, 
Chicago. Radio, newspapers and 
magazines will be used 


If you sell 
FRUIT JUICES 


You Need WIBW 


In Kansas and parts of six 
adjoining states WIBW is the 
preferred station of almost five 
million listeners. 

WIBW is preferred by deal- 
ers, too, as shown by their 
enthusiastic tie-in promotion at 
point of sale. 

We have a reputation for 
hard-hitting selling. Let us prove 
it to you by RESULTS. 


| WIBW 
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are accurate, decisive, revealing. 


STORY, BROOKS & FINLEY, INC. 


South end 


— Tribune | 


South Bend, Indiana shapes up as the market for tests 
you can trust. It is so typical of the nation’s indus- 
trial-agricultural structure that U. S. Government 
studies are made here. Results in “Test Town, U.S.A.” 
One newspaper— 


and only one—covers the entire South Bend market. 


. = 

ifn 

~efs SOUTH BEND, 
IND. 


Wendland Names Two 


Merritt E. Willey, formerly an 
account executive of Allen & 
Marshall and Tullis Company, has 
joined Harry J. Wendland Adver- 
tising Agency, Los Angeles, in the 
same capacity. Robert Gertson 
has been appointed assistant to 
the production manager of the 
agency. 


Two Join Orr 


Lillian Green, formerly with 
Donahue & Coe, New York, on the 
M-G-M account, has joined 
Robert W. Orr & Associates, New 
York, to work on the Selznick ac- 
count. Annabelle Anderson, for- 
merly in the radio department of 
Lennen & Mitchell, has joined Orr 
as radio time buyer. 


Bradbury Names Brown 


W. B. Bradbury Company, New 
| York, national advertising repre- 
|sentative for college magazines, 
has appointed Harry W. Brown, 
Chicago, as midwestern repre- 


* NATIONAL REPRESENTATIVES 


sentative. 


Sunacud spacase, 0:4 


HERALD - Leagan (Sunday) 
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eLANT YOUR PRODUCT In a 


MARKET WHERE SALES GROW 


® Tremendous sales opportunities 
for your product are available in 
Syracuse, N. Y.... 
hub of the Empire State. . 
business is ALWAYS GOOD! 


the thriving 


. where 


® In peace or war. . . in depression 


and in boom ... Syracuse is a 
steady, dependable buying market. 


Figures prove it! 


® There are no peaks nor valleys 
in Syracuse's economic picture be- 
cause its great industries are con- 
stantly producing essential products 


enjoying daily use ‘round the world. 


Syracuse manufactures the things 


that people need and must have to 


THE 
SYRACUSE 
MARKET 


HUB OF THE 
EMPIRE STATE 


exist . . . that’s why factories and 


plants in this humming area are 


always in production. 


® For many, many years people in 


this area have 


always had more than 


average spendable income to buy 


more than average amounts of 


foods, drugs, apparel, 


appliances 


and other things. 


® That's why your product will sell 


. 
... and sell well... in Central 


New York. 


® To test a new product... to ex- 


pand the sales of an established 


product o 


. plant it in the rich, 


fertile Syracuse ‘market. 


“All business is local’ 


National 
Representatives 


Moloney, Regan 
& Schmitt, Inc. 
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April 22-24. American News- 
paper Publishers Association, an- 
nual convention, Waldorf-Astoria 
Hotel, New York. 

May 15-17. International Affili- 
ation of Sales & Advertising Clubs, 
annual convention, King Edward 
Hotel, Windsor, Ont. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 2-4. National Federation 
of Sales Executives, annual con- 
vention, Biltmore Hotel, Los An- 
geles. 

June 11-13. American Market- 
ing Association, spring conference, 
Commodore Hotel, New York. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 

June 18-19. Public Utilities Ad- 
vertising Association, national 
convention, Detroit. 

June 22-26. Advertising Asso- 
ciation of the West, annual con- 
vention, Challenger Inn, Sun Val- 
ley, Idaho. 


| July 7-10. Newspaper Advertis- 
|ing Executives Association, mid- 
‘year conference, Mark Hopkins 
| Hotel, San Francisco. 

| Sept. 15-17. Southern Newspa- 
"per Publishers Association, an- 
/nual convention, Arlington Hotel, 
Hot Springs, Ark. 

Oct. 6-8. Association of Na- 
tional Advertisers, annual meet- 
ing, Hotel Chalfonte, Haddon- 
Hall, Atlantic City. 

Oct. 6-9. Financial Advertisers 


Association, annual convention, 
New York. 
Oct. 19-22. Mail Advertising 


Service Association, annual con- 
vention, Hotel Cleveland, Cleve- 
land. 

Oct. 23-25. Direct Mail Adver- 
tising Association, annual conven- 
‘tion, Hotel Carter, Cleveland. 


Hines Joins Kiesewetter 


William H. Hines, formerly 
with Wortman, Barton & Goold, 
New York, and _ “secretary of 
Goold & Tierney and member of 
its executive board on copy and 
contact, has joined Kiesewetter, 
Wetterau & Baker, New York, in 
an executive and creative capac- 
ity. 


Reinhold Ups Traendly 


Wallace F. Traendly, with Rein- 
hold Publishing Corporation, New 
York, for the past eight years, has 
been promoted to manager of ad- 
vertising sales of the American 
Chemical Society publications, 
Chemical & Engineering 
Industrial & Engineering Chem- 


succeeding Edward M. Buck, who 
has resigned. 


SERVICE 


@ Accurate 
Dependable 


Fast 


News, 


istry and Analytical Chemistry, 


The Answers Are te 
Our Business i 


RADIO RESPONSE 


Advert 
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° : ” “ ” . ‘ . *| mented by direct mail, newspaper 
P allbear er F 1rm Bristol-Myers Launches TADO) Sod’ Uthe Alen Yeane Quits American Weekly mat eee and radio ret. 
s Benex Shave Cream Show” (NBC). It will retail at; Billy Spinner has resigned as| tions for dealer use, and point-of- 
Offers Ser vice Bristol - Myers Company, New|50 cents for a five-ounce tube.| assistant sales promotion head of| sale merchandising. 
York, will i i Doherty, Clifford & Shenfield, New |The American Weekly. For the 
Cuicaco—For those who have| York, will introduce Benex, York. is th om F present she will do free lance 
always assumed that they must og Pn chedut Bowes ee ee ee writing. Write for inf ti 
- nt up friends to se = | One, Will Copy SCHeGuIG: Of ——— rite for information on 
\- veaiiae than there’s 46 ag Life, Pic, Sport, The Saturday Plugs Watch Bracelet Gets York Wallpaper . 
ia the family, it may come as a sur-| £¥e"#ng Post and True, emphasiz-| Hadley Company, Providence | Pp E a | 
rise to learn that friendly. dic- | 2% quicker, smoother, easier|jewelry manufacturer, has; York Wallpaper Company, York, J 
, e ‘Y> Gi8-| shaving because “beards become | launched a campaign introducing | Pa., has appointed VanSant, Dug-| @ T.M.Reg. U.S. Pat. Off. 
a nified pallbearers are available—| 1/5 water with new Benex.” “Coquette,” a slimmer watch|dale & Co., Baltimore, to handle Self-adhesive displays 
S, at $12 per day. The new cream will be pro-| bracelet. It will be featured in| advertising of its White Rose line. SIMON ADHESIVE PRODUCTS CORP 
‘d This service is being offered by|moted over B-M’s three network| women’s style magazines and|Home service and business pub- 220 Fifth Avenue, New York 1, N.Y. 
Reliable Pallbearer Service, 208|radio shows: “Mr. District At-| trade publications. lications will be used, supple- 
a- N. Wells St., as a separate and 
n- complete function. In the past, of 
course, it has not been uncommon 
SS for funeral directors themselves 
he to arrange for pallbearers on oc- 
casion, as an accommodation. 
on Reliable was formed about a 
n- month ago by John Dennison, a 
n- former school teacher, and Wil- 
liam Kerns, former medical sup- 
at- ply company employe. For $12 
ce, per day per man, it will furnish 
pallbearers who, the company 
ial says, “are the type any family 
in- would be proud to claim as 
tel friends.” The recommended pall- 
bearers are all veterans who are 
.d- students at DePaul University. So 
al far the company has about 100 
names on file. 
SO- Prior to a funeral, the company, 
on- which is generally recommended 
al- to families by a funeral service, 
arranges for the proper number 
tis- of bearers, tells them what to 
id - wear, and takes care of other 
‘ins pertinent details. Although there 
is a similar service operating in 
pa- New York, this is the first time 
an- such a company has been or-| 
tel, ganized here. 
To boost its service, the new | 
Na- company has placed small, one- | 
eet- column copy in the Chicago Daily | 
ion- News and Tribune. | 
“rs | Crane Emphasizes | 
| Watermark Theme | : 
sing Crane & Co., Dalton, Mass., will 
-on- emphasize the Crane watermark oe 
we- as a guide to quality and crafts- utah ee 
manship in paper in its 1947 abd | DO OST = 
' magazine advertising schedule. ———— <i 
ei pulenans which will carry a 
: Crane advertising are American " 
Bar Association Tract Banking, | OF THE FAMILY Se = _ 
Best’s pneuranse Hones, sane Re- | ~~ 
view, Fortune, Purchasing, Jour-— 
r nal of Accountancy and Printing. | LAUNDRY WORK ON FARMS!” 
1 American Home, Bride’s Maga- | Ty ‘ 
erty zine, Harper’s Bazaar, House & 
oold, Garden, House Beautiful, Made- | BILLIONAIRE 
a moiselle, Town & Country and’ 
r ‘d Vogue are the consumer maga- | Ty 
i zines on the list. a BIDDY 
* ie Calkins & Holden, New York, is | 
, the agency. 
jpac- | 
Braguin Joins Spadea | She’s just bragging about the modern 
Simeon Braguin, recently re-| . , 
Y turned from two years in the washers that go into farm homes... paid | 
tein- European Theater of Operations, is Re 
New § has joined Spadea, Inc. New| for out of her seven million dollars a 3 
;, has York, as - Spee res | , 
f ad- guin was ormer wi : , 
rican Walter Thompson Gamneae, Coty, day average cash income. 
tions, Charles of the Ritz, Good House- , 
Vews, keeping and Vogue. x. e e : 
hem- —_——_——_—_- a 
— Joins ‘Liberty’ This gal’s a great spender for all House- : 
Duncan B. MacIntosh, with Mc- ; : 
Calle tan. 34 deen, Res joined | hold Appliances. Find out about that 


Liberty as art director. 


by using Poultry Tribune. 


500,000 Circulation 


You can’t afford to leave a “Two Billion 


Member: 
AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 


Representatives— New York: Billingslea and Ficke. 
Chicago: Peck and Billingslea. 


Dollar Hole” in your Farm Magazine 


Schedule. 1945 cash farm income from 
Poultry and Eggs was $2,577,000,000. 
(Source: U.S.D.A.) 


caoalp te 1 il : 
. a cay - | 
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: ‘oa ws | TRIBUNE 
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United Air Lines 
to Promote Faster 
Service to Hawaii 


Cuicaco—United Air Lines will 
announce its new air service to 


CHAIN STORE AGE! 


Grocery EXECUTIVES Edition reach 
ing buyers and other key men... 


an 
Grocery STORE MANAGERS Edition 
reaching the men in charge of your 
point-of-sale work 


|Hawaii in “Mainliner 300s,” the 
Douglas-built DC-6, in  large- 
space ads in Honolulu, San Fran- 
cisco, Chicago, New York and 
other key on-line cities during the 
week of May 1, when the service 
begins. 

Promotion of the new fast serv- 
ice also will include color pages 
in The New Yorker and Sunset, 
schedule-type insertions in more 
than 100 newspapers throughout 
the U.S., and ads in a list of travel 
magazines. 

Posters, displays and outdoor 
advertising also will be used in 
the campaign. N. W. Ayer & Son 
handles the account. 


McGraw Boosts Taggart 


McGraw-Hill Publishing Com- 
pany has promoted Earl L. Tag- 
gart from assistant district man- 
ager of the Los Angeles branch to 
associate district manager for the 
Atlantic district, with headquar- 
ters in New York. Before joining 
the company in 1943, Mr. Taggart 
had been an executive with sev- 


Eversharp Reports 


Industry Sales 
at $240,000,000 


New Yorx—American manu- 
facturers of writing instruments 
topped all records last year to 
sell (at retail) an estimated $240,- 
000,000 worth of fountain pens, 
ball-pens and mechanical pen- 
cils, Eversharp reports on the 
basis of a recent survey. This 
total was 26% higher than sales 
in 1945 and 70% higher than in 
1944, the company estimates. 

In the first full year of ball- 
pen sales, the survey found that 
this item alone captured 25% of 
the market, and pointed out that 
Eversharp accounted for two- 
thirds of the dollar volume of 
ball-pens sold during 1946. 

The “Big Three” of the indus- 
try —Eversharp, Parker and 
Sheaffer—probably accounted for 
75% of the total dollar volume, 
with the remaining 25% divided 


eral southern California news- 
papers. 


among about 100 manufacturers, 
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REWARDED—Clarence Francis, board chairman of General Foods, pins an 

orchid on GF's home economist Martha McCormick, following her preparation 

and demonstration of a complete Easter dinner composed entirely of GF prod- 

ucts. Looking on are James E. Coveney, Controlled Publications national repre- 

sentative, and Ellen-Ann Dunham, assistant director of the food company's 
consumer service division. 


chief of which is Waterman, 


Eversharp estimates. 


Because THE DETROIT NEWS is Detroit’s HOME news- 


paper, the six largest Department Store advertisers in Detroit consistently 


place more advertising lineage in THE DETROIT NEWS weckdays 


than in both other Detroit. papers combined. Get YOUR product story 


into Detroit HOMES by putting it into THE DETROIT NEWS, 


Detroit’s complete newspaper. 


Total Circulation 412,605 weekdays—517,022 Sundays. 
Largest trading area circulation of all Detroit papers! 


OWNER AND OPERATOR OF RADIO STATIONS WW4J, WENA AND WWODT 


DAN A. CARROLL, 110 E. 42nd 


St., New York 17 


The JOHN E. LUTZ CO. Tribune Tower, Chicogo 11 


epee 


Curtis’ Market 
Research Shown 
in New Series 


PHILADELPHIA—The many sell- 
ing and marketing “tools” fash- 
ioned by the research department 
of Curtis Publishing Company 
since its pioneering work in 1911, 
are presented in three volumes re- 
cently issued by the department. 
The volumes contain summaries 
of all principal studies conducted 
by the research department be- 
tween 1911 and 1945. The late 
Charles Coolidge Parlin, who di- 
rected Curtis’ research activities 
for 27 years, not only invented 
the scope and technique of the 
new operation, but also its name. 

Donald M. Hobart, present man- 
ager of the department, recalls in 
an introduction that it was in 
Curtis’ second study, in 1912, that 
the famous “Consumer is King” 
statement was made. It read: 
“The consumer is king. His pref- 
erence is law and his whim makes 
and unmakes merchants, jobbers 
and manufacturers. Whoever wins 
his confidence controls the mer- 
cantile situation; whoever loses it 
is lost.” 

The three-volume series _in- 
cludes digests of 390 studies cover- 
ing almost every industry, as well 
as summaries of circulation and 
readership of The Saturday Eve- 
ning Post, Ladies’ Home Journal 
and Country Gentleman. Nineteen 
of the studies are devoted to the 
automobile industry; five to drugs, 
eight to insurance and nine to the 
general subject of advertising. 
Other fields covered include avia- 
tion, household appliances, farm 
market products, clothing, food, 
recreation and radio. 


Shaw-Randall, Amherst 
Blanket Name Hare 


Shaw-Randall Company, Paw- 


tucket, R. I., in association with 
Reynolds Metals Company, has 
| appointed Hare Advertising, Bos- 
|ton, to direct the advertising for 
| Chef-Foil, aluminum food wrap- 
| per, and Drinkees, drinking cups 
‘and dispenser. Metropolitan 
/newspapers will be the principal 
|medium for Chef-Foil. 
| The agency also has_ been 
named to handle the advertising 
|of Rug-Lock, a product of Am- 
| herst Blanket Mills. 


Lowry Becomes Partner 


| Stewart M. Lowry has _ been 
|elected to partnership in Bo0z, 
|Allen & Hamilton, managemen' 
| consultant in New York, Chicaég' 


/to make his headquarters in New 
York. 


‘Joins Schoenfeld, Huber 
| Kay Turpin, formerly in the 
| promotion department of Amer!- 
/can Broadcasting Company, Ch'- 
cago, has joined Schoenfeld, 
Huber & Green, Chicago agency. 
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Evans Consumer 
Panel Tests Hair, 
Skin Products 


New YorK— More than 1,000 
women and men have been com- 
pletely cross-indexed as to oili- 
ness, dryness, allergies and other 
peculiarities of skin and hair by 
Evans Research & Development 
Corporation here, which claims to 
have perfected a unique consumer 
panel for the testing of cosmetics 
and other products used in contact 
with the human skin or hair. 

Products have been tested on 
both aesthetic and scientific 
grounds, the company reports, and 
results often offer “spectacular 
clues” on which to originate ad- 
vertising messages and slogans. 

In the case of a well-known 
hand cream, AA was told, the 
manufacturer himself did not 
know why it was so good. The 
Evans tests established the fact 
that the cream kept hands from 
drying out in the winter because 
of humectant content, or the abil- 
ity to retain water. This scientific 
reason formed the basis for ex- 
tremely effective, scientifically 
supported advertising. 


Combination Test Panel 


On the other hand, an Evans ex- 
ecutive told AA, a shampoo for- 
mula was withheld from the mar- 
ket after Evans’ tests were ap- 
plied. A prominent manufacturer, 
after purchasing the rights to the 
formula, shelved the project when 
the research organization found 
that continuous use of the formula 
dulled the hair, and prevented it 
from rinsing well. 

Evans describes the test panel 
as combination scientific research 
and consumer opinion. Operators 
of the test rooms are carefully sel- 
lected women who have majored 
in chemistry at college and who 
have been put through the Na- 
tional School of Cosmeticians. A 
product may be tested on one side 
of the face or hair of women or 
men in order to compare its ef- 
fects with a control used on the 
other side. 

Approximately 40 different tests | 
are used in permanent waving | 
materials alone, including odor, 
rinsing, combing wet and dry, 
luster meter reading, feeling of 
scalp, etc. The tests duplicate 
conditions found in both hard and 
soft water areas of the country. 

Occasionally the tests bring out 
a Single objection to a product 
that can later be overcome, AA 
learned. A permanent waving 
material, superior to all products 
on the market in other respects, 
was found to irritate the scalp 
slightly. Further experimental 
work is now proceeding to correct 
this defect, it was said. 


Stanback to Piedmont 

Stanback Company, Salisbury, 
N. C., maker of Stanback head- 
ache powders, has transferred its 
New York and Philadelphia ad- 
vertising to Piedmont Advertising 
Agency, Salisbury, N. C. Pre- 
viously these metropolitan areas 
were handled by local agencies in 
each city. Piedmont now handles 
all Stanback advertising. 


Walesby Opens Offices 


H. S. Walesby, who was auto- 
mobile editor of the Detroit Times 
and Hearst newspapers prior to 
serving in the Army air forces, | 
Mas established Walesby Asso- 

lates, at 1625 Connecticut Ave., 

W: ishington, to handle the general 

ssignments from clients in the 
vartauia industrial fields. 


| 


RCA Appoints Glassford | 
Vice-Admiral William A. Glass-| 
lord, retired, last week was ap-| 
ointed European manager for the | 
idio Corporation of America, 
New York. His headquarters will 
5e in London. The admiral’s re-| 
urement from the Navy became | 
effective March 1, after 45 years | 
' service. 


Merges with Rodic 


The plant and processes of the 
plastic division of Andover Kent 
Aviation Corporation have been 
merged with the facilities of the 
Rodic Rubber Corporation, New 
Brunswick, N. J., a wholly owned 
subsidiary. The firm plans ex- 
tensive development in both rub- 
ber and plastics, including several 
new consumer items. 


Joins Frisco Agency 

Alfred M. Pettler, formerly sales 
manager of the Creative Litho- 
graph Company, Berkeley, Cal., 
has joined Conley, Baltzer & 
Steward, San Francisco agency. 
The agency will change its name 
Aug. 10, 1947, to Conley, Baltzer, 
Pettler & Steward. 
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be one of the highlights of the 
Chicago Tribune’s centennial cele- 
bration. 


| handy tube,” with glamor shots of 
/couples and a jingle emphasizing 
- all-family use. 
Prell Nationally Benton & Bowles, New York, is 

Cincinnati — After a year of the agency. 
tests in the Providence, Indian- a Ra 


apolis and Minneapolis-St. Paul| Appoints Fairbairn | 
areas, Procter & Gamble has! oqq Fairbairn, formerly with 
started national promotion for! Gg ¢. Murphy Company, has been | 
Prell, a new tube shampoo. appointed manager of syndicate | 
Prell will be promoted, begin-| store sales of the razor blade di- | 
ning April 14, on evening spots on vision of Marlin Firearms Com-| 
77 stations, and in commercials on | P®"Y> New York. 
both P&G daytime and evening ee. 
ORES in maa ee fu eet | Schedule Music Festival 
campaign in magazines an un- ; : 
day newspaper Supplements will eames vaneaael’ ie’ Cae 
get under way in mid-May. Tribune Charities, Inc., will be 
The product will be promoted| held Saturday night, Aug. 16 at 
“the Radiant-Creme in the! Soldiers’ Field, Chicago. It will 


P&G to Promote 


as 


Herald 
CIRCULATION 


: gz YORK 


Tribune 


Average net paid for 6 months ended March 31, 1947 


WEERDAYS-352,154 


(MONDAY THROUGH FRIDAY) 


in Herald Tribune history with one exception (1938) 


* 


The highest Publisher's ABC March statement 


NDAYS -729,3 


The highest Publisher’s ABC statement 
in Herald Tribune history 


Source: preliminary figures for Publisher's statement to ABC 


You're missing PLENTY, if you don’t read 
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48 
Opens Photo Contest 


Newell-Emmett Company, wew 24th ‘Milwaukee 


York, has launched its annual 
photographic contest and exhibi- UF 

tion, open to all members of the 

agency and its clients’ executive, | ourna ran 
advertising and sales staffs. All| 

entries must be in by April 28. 

Judges are Joseph Costa, aan i y e ease 
dent of National Press Photog- | 

raphers’ Association; Bruce 
Downes, eastern editor, and Bar- | 


bara Green, associate editor of | 
Popular Photography. 


Jump in Detergent, 
Ball Pen, Frozen 


; Food Sales Shown 
Jacques Appoints Rygg 
Elizabeth S. Rygg, formerly di- | 
rector of test kitchens of the Board | 
of Education, Chicago, has been | 


| the study, 


and a long list of other findings | 


of interest to marketers. This 
year’s survey contains a much 
more detailed account of the 
Journal’s method of conducting 
which was made in 
January on the basis of 7,000 in- 
terviews. 

The section on food products 
shows that a plurality (44.83%) 


of Milwaukee’s 233,000 families | 
' buy most of their groceries in in- 
dependent stores, compared with | still ahead, with only 25% 
48.96% in 1946. Exactly a third | year. 
/buy most groceries in A&P stores 


| (nearly all of this in supermar- 
MILWAUKEE—The 24th Milwau- | kets) ; 10.02% buy most in IGA 


kee Journal “Consumer Analysis”’ | stores; 


6.29% 


appointed home economics direc- | of brand preferences and buying | stores. 


tor of Jacques Mfg. Company, | habits has been released, showing 
to fractions of percentages, and 
with more pertinent data than 
ever before, who buys what and 


Chicago. 


HOW TO KEEP | where in this city. 
YOUR EMPLOYES 


Is it worth $5 per year per person to reduce the 
turn-over in your employes under present condi- 


which may make a bigger immediate hit with your | 


or even retirement 


nsions. Write me today. Mary 
Hunter, 1310-A, C 


cago A venue, Evanston. Illinois, 


|gains in the U. S. of synthetic 
tions? Then, send for full details of a simple plan cleaners, instant coffees, etc.; the 


Instant Coffee Sales Up 


canned coffee 


in National Tea 


| No change is shown in the per- 
| centage using package coffee, nor 
}in the share (38.8%) of the lead- 

The survey shows exactly how | ing brand, Hills Bros. 
great have been reported sales | still lead in preference, but the 
| percentage has dropped from 49% 
}in 1945 to 41.5% this year. Pref- 
personnel than hospital plans, or group insurance, |NUMber who use ball point pens;|erence for 


Glass jars 


has 
| preference of automobile colors, | dropped likewise, from 39.3% to 


33.8%, while paper bags have 
gone up from 11.3% to 20.9%. 
The number using instant 
coffee, on the other hand, has 
jumped heavily. Where 17.4% or 
39,833 families used it in 1946, 
23.2% are users now. Four out of 
five who use such coffee drink it 
only occasionally. New brands 
have taken some of the business 
away from Nescafe, leader last 
year with 34.4% of the sales and, 
this 


Instant coffees and their 


share include: G. Washington, 
18.7%; Barrington Hall, 18.6%; 
Borden’s 14.7%; Instant Sanka, 
9.7%; Maxwell House, 9.5%; 


Manor House, 2.4%; others and 
“don’t know,” 3.7%. 


47% Buy Frozen Foods 


The study shows slightly higher 
numbers this year using both hot 
and cold breakfast foods, baking 
mixes, prepared baby foods (new 
Swift and Campbell products each 
have 2.8% of the market), fresh 
or quick frozen foods (46.7% buy 
them now, against 44.8% 


How long can a story hold @ 


No fictional stories in recorded 
history have held the interest and 
loyalty of so many people for so 
long a time as the stories told week 
after week, 52 times a year, in the 
Sunday comics. 


Consider the age of just a few stories— 
told in continuity form—that you'll find 
in the Sunday comics sections comprising 
Metropolitan Group: 


Bringing Up Father 3§ years . . . Gasoline 
Alley 27 years . . . Out Our Way 25 
years .. . Moon Mullins 23 years... 
Little Orphan Annie 22 years . . . Jane 


Arden 18 years . . . Blondie 17 years... 
Dick Tracy 16 years 
15 years... Lil Abner 12 years. 


EVERY SUNDAY 18,000,000 families, 
coast to coast, receive Metro Group 
comics sections. Eight out of 10 of these 
men and women 
the rising generation, 6 to 17 years— 
avidly turn to these sections. 


MOREOVER, Metro Group comics 
sections are locally and independently 
edited. This means you reach the fans of 
not just one Syndicate’s features but the 
fans of all top-ranking features in the 


en y our 


. . » Joe Palooka 


plus 97 per cent of 


literature 


long a time, 


interest ? 


country, distributed by 
all 23 U. S. Syndicates. 


Where, in the world of 
print, can the national 
advertiser match this 
audience—for size and 
loyalty? 


You may not consider the comics great 


but they must have some- 


thing to hold so many people for so 


HAVE YOU HEARD the whole 
Metro Group Comics story lately? 


Metropolitan Group Comics 


THE NATIONAL NEWSPAPER NETWORK—INDEPENDENTLY EDITED FOR 18,000,000 FAMILIES 


BASIC 14 CITIES—BALTIMORE SUN « CLEVELAND PLAIN DEALER « DES MOINES REGISTER « MILWAUKEE JOURNAL + MINNEAPOLIS TRIBUNE « PHILADELPHIA INQUIRER 
PITTSBURGH PRESS + ST. PAUL PIONEER PRESS « BOSTON GLOBE « BOSTON HERALD « CHICAGO TRIBUNE « CHICAGO SUN « DETROIT NEWS « DETROIT FREE PRESS 
NEW YORK NEWS + NEW YORK HERALD TRIBUNE « ST. LOUIS GLOBE-DEMOCRAT ¢ ST. LOUIS POST-DISPATCH +« WASHINGTON STAR « WASHINGTON POST 
OPTIONAL CITIES—ATLANTA JOURNAL « BUFFALO COURIER-EXPRESS « CHARLOTTE OBSERVER + CINCINNATI ENQUIRER « COLUMBUS DISPATCH + DALLAS NEWS 


nm 


SS-TELEGRAM «+ LOS ANGELES TIMES «+ 
SALT LAKE TRIBUNE e SAN DIEGO UNION 


MOUSTON CHRONICLE « INDIANAPOLIS STAR + NEW ORLEANS TIMES-PICAYUNE « OMAHA WORLD-HERALD¥« PROVIDENCE JOURNAL + ROCHESTER DEMOCRAT 
™. CHRONICLE « SAN ANTONIO EXPRESS « SPRINGFIELD UNION & REPUBLICAN « SYRACUSE POST-STANDARD « METRO PACIFIC GROUP—FRESNO BEE « LONG BEACH 
s OAKLAND TRIBUNE « PHOENIX ARIZONA REPUBLIC « PORTLAND OREGON JOURNAL « SACRAMENTO BEE (Saf.) 
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year and 28.3% in 1945). 

Sales of spaghetti increased, 
with 38% now buying the canned 
or jar product against 32.4% in 
1946. Leadership in this field has 
reversed sharply: Franco-Amer- 
ican was second to Heinz a year 
ago, 20.6% to 53.2%, but F-A now 
leads, 37.5% to 23%. “Elbow 
type” macaroni, meanwhile, has 
shown a slight decline in sales, 
from 66.9% to 64.9%. A local 
brand, Tasty Bends, is the leader. 
About 22% of Milwaukee fami- 
lies own dogs, the study shows. 
A plurality of 14.5% give them 
Red Heart food. Red Heart’s lead 
has declined since 1943, when it 
had about a fifth of the business. 
Pard, this year as last, has second 
place with 13.2%. Gaines is third 
with 11.3%, and Friskies fourth 
with 9.4%. 


99.4% Use Laundry Soap 


This year the percentage of 
families using soap for fine fabrics 
equals 99.4, curiously enough. 
More than 99 of every 100 use 
soap, also, for general home laun- 
dry and for washing dishes. 
Brands vary again this year ac- 
cording to use in the home. 

Use of quick-sudsing synthetic 
soap products increased markedly, 
from 25.5% in 1946 to 43.7% this 
year. High income groups use 
more of it than do lower income 
groups. Dreft (P&G) has _ top 
position with 54.8%, to 43.9% for 
Colgate’s Vel. Among powdered 
scouring cleansers, Kitchen Klen- 
zer continues to outsell Old Dutch 
and Bab-O. 

Two-thirds of drugs are pur- 
chased in independent drug stores 
here, but chain druggists’ share 
of the business increased from 
20.3% to 23% during the year. A 
big jump is shown for permanent 
wave kits, used in about one- 
tenth of homes last year and in 
nearly a fifth this year. Toni 
dominates the market, with 54.8%. 


75% Buy Whisky 


More buyers of alcoholic bev- 
erages are discovered in the study 
this year. The “steady upward 


'trend” in Milwaukee of recent 
|; years now shows 79.3% buying 
|one or more such beverages, with 
|more top-income families drink- 
ing than others do. 

Whisky is purchased by three 
out of four men; four of five 
| bought it in 1946. Nearly three 
‘out of four buy wine; 15.3% buy 
| gin; 7.8% buy rum; 6.4% buy 
| Vermouth; 5.7% buy Scotch and 
| cordials. There were 81 brands 
_purchased here in January, com- 
pared with 104 at the same time a 
year ago. 

National Distilleries’ brands lead 
among whiskies, having about 
one-fourth of the sales, according 
to the survey. Schenley is second 
with 21%, and Seagram third with 
11%. 

Other facts shown: Black is by 
far most preferred as a color for 
automobiles by both men and 
women; 9.8% of fountain pens 
used here have ball points; 65.3% 
of men smoke cigarets, compared 
with 67.3% a year ago; 34.9% of 
women smoke cigarets this year, 
compared with 34.2% a year ago. 
The women prefer Chesterfields 
over Lucky Strikes and Camels, 
while the men prefer Luckies 
/over Camels and Chesterfields. 


|Eaton Schedules Drive 


Eaton Paper Corporation, Pitts- 
| field, Mass., has started a spring 
|campaign stressing fashion and 
| beauty in letter writing papers. 
| Full-page, full-color ads are ap- 
|pearing in Charm, Cosmopolitan, 
Glamour, Harper’s Bazaar anda 
New York Times Magazine, anc 
in trade publications. 


Roux Feed Names Smith 


Clifford H. Smith, formerly 
poultry service specialist of Daile) 
Mills, Inc., has been named gen- 
eral sales manager of Roux Feed 
‘Mills, Sharon, Pa. 
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EXCESSIVE PROFITS 
CAUSE DEPRESSIONS 


Volume Sales 


High Prices L~~¥ 


yoDaY, THE UNITED STATES AND CANADA REMAIN, WHAT IS THI SOLUTION? Mew patute ot dehate—eth 
uN — 


Y. Tees sniy caplet the eld 


oe oe eee te ee neo eee Vee 
sot meee! cote oe hem, Ut meine oye am. 6 net's ete ie em. hey ad prenpenes 


me Reeeee wteeh ced conan patna cee! eed eee pal 


S. L. HOFFMAN AND CO. 


‘Reynolds Metals 
Expands Efforts 


RICHMOND, VAa.—Reynolds 
Metals Company plans “still 
greater promotion” in 1947, R. S. 
Reynolds, president, told stock- 
holders in the company’s annual 
report for 1946. Reynolds ranks 
second only to Aluminum Com- 
pany in aluminum production. 

“Special efforts,’ Mr. Reynolds 
said, “will center around such 
lines as building supplies, cook- 


new aluminum butter wrap, 
aluminum furniture, aluminum 
truck bodies and the Eskimo 
Freeze,” a home freezer unit, 


“both in advertising and pub- 

|licity. Stress will be made, too, 
on efforts to further improve em- 
ploye and plant city relations.” 


with New Products on3 gucnanan & Co. New York, 


and Buchanan & Co., New York, 


are the agencies in charge of Rey- | 


| nolds’ advertising. 


| Although Reynolds’ sales de-| 


clined from $148,308,714 in 1945 


to $131,034,049 in 1946, the vol-| 
;/ume in each quarter in 1946 was! 


larger than in the preceding quar- 

ter. Net profits after taxes in- 
creased from $4,396,187 in 1945 
'to $5,336,507. 


The Southwestern Association 


|of Advertising Agencies has 
|scheduled its fall convention for 


‘Nov. 8-9 in El Paso, Tex. 


| 
| 
| 
| 


ing utensils, household foil, the Admen Plan Fall Meeting 


Redesign Molle Packages 


The Centaur Company division 
of Sterling Drug, New York, has 
redesigned the Molle brushless 
shave cream packages, which re- 
tain their original stripes, but re- 
place the familiar dark and light 
blue and orange with a brown and 
yellow combination. Tube caps 
have been redesigned and now 
carry the Molle name; package 
advertising panels have _ been 
made more readable and visible, 
and each jar and tube will bear 
the laboratory control number of 
the batch of the product as an 
added protection to consumers. 


Reinschreiber to Move 


A. J. Reinschreiber, personal 
| outdoor advertising service, on 
May 1 will move his offices to the 
| Consumers building, 220 S. State 
‘St., Chicago. 


Sg mpm 


GROCER'S MANUAL 


‘*must’’ list of sales producers * 


OUT JULY | 


as a special section of the 


Grocery EXECUTIVES Edition 
ery STORE MANAGERS Edition 


CHAIN STORE AGE 


America's Largest Producer Of Populer Priced Uniforms 
1350 BROADWAY, NEW YORK 16, N. Y. 


PROFITS PLEA— With this copy in 
Woman's Wear Daily, S. L. Hoffman 
& Co., New York, declared that “un- 
reasonably high prices are still in effect 
in the cotton textile industry," and 
“excessive profits... eventually paralyze 
the nation's economy." Posner-Zabin 
Advertising, New York, is the agency. 


‘Jrl. of Commerce’ 
Explains Danger 
of High Prices 


New YorK—National income at 
present is too low to support 
prices asked, and the prices are 
approximately 21% too high, ac- 
cording to a recent explanation of 
lagging sales volume in the New 
York Journal of Commerce. 

A national income of about $224 
billion, rather than the current 
rate of about $185 -billion, is 
needed to move present industrial 
production into consumption at 
the present price level, J. Roger 
Wallace asserts in the Journal. 

The article points out that in- 
dustrial production is 90% greater 
than the average for 1935-39; that 
wholesale prices are 80% over 
1935-39 prices; that the value of 
production therefore is 242% over 
the 1935-39 average, or 21% 
greater than the percentage gain 
in national income over 1935-39. 

The relationship, or imbalance, 
between the value of production 
and national income for the first 
quarter of 1947, Mr. Wallace says, 
closely resembles the relationship 
in 1920 when insufficiency of in- 
come to meet high prices led to a 
severe depression. 


Refrigeration Group | 
Elects Flannery 


E. M. Flannery, vice-president 
of the Bush Mfg. Company, Hart- 
ford, Conn., has been elected 
president of the Refrigeration 
Equipment Manufacturers’ As- 
sociation, which has its executive 
offices in Pittsburgh. 

Other officers elected are H. F. 
Hildreth, sales manager of the re- 
frigerator division of Westing- 
house Electric Corporation, 
Springfield, Mass., vice-president; 
R. H. Israel, sales manager of Vir- 
ginia Smelting Company, West 
Norfolk, Va., treasurer, and K. B. 
Thorndike, manager of the Chi- 
cago office of the Detroit Lubri- 
cator Company, secretary. 


Strong-Scott to Walker | 


Harold C. Walker, Advertising, | 
Minneapolis, has been named to} 
direct the advertising of Strong- 
Scott Mfg. Company, Minneapolis, 
maker of unit coal pulverizers for 
team boilers. Business papers | 
will be used. 


Publishes Soybean Book | 


The American Soybean Associa- | 
lion, 35 E. Wacker Dr., Chicago, 
as published “The Soybean Blue | 
Book,” which contains statistics 

soybean production in the | 
United States, consumption by | 
Various industries, and directories | 
f processors, food manufacturers | 
ind soybean organizations. 


Communist Party Wants to Advertise 


The communist party is offering an advertisement to 
newspapers which is ostensibly an argument against 
taking away the party’s legal status. This advertise- 
ment was offered to The Post-Tribune and it was re- 
fused. Some newpapers have published it. 


Our reason for refusing it is this: The party is a dis- 
loyal organization, its avowed purpose being the de- 
struction of democracy and our present form of society. 
It follows the party line which is set by the communist 
international which is controlled by Moscow. 


This means that this so-called American communist 
party is not American at all, but Russian in purpose 
and leadership. The proof of this charge has been seen 
over the years in the slavish adherence of American 
communists to the changing purpose and direction of 
the Russian state. 

+ *x* * 

This situation is not debatable because the actual 
changes in direction of the American communist party 
have been made so that all have seen. No individual 
nor organization other than the party and its members 
have had anything whatever to do with this course so 
they alone must accept the responsibility. 


But now they are alarmed for fear the American 
congress will declare the party illegal and so the 
American people are being appealed to to save the 
communist party. Why should Americans help to pre- 
serve this alien organization? 

(And why, let us interject here, if outlawing the 
communist party will make it more difficult to control 
communism, are the communists so aroused about the 
proposed congressional action?) 

ok bd ak 

The communist advertisement says we must preserve 
and protect communism because this movement to kill 
it is a nazi movement and if it succeeds the suppres- 
sion of the communists will be followed by the sup- 
pression of the trades unions and all progressive or- 
ganizations. 

What piffle! What have the trades unions and pro- 
gressive organizations in common with the communists? 

It is true the communists have considerable in com- 
mon with the trades unions when the latter will stand 


for it, as is seen in these unions where the former have 
fastened themselves like leeches. 


However the reaction of the unions has been de- 
cidedly in the direction of getting rid of this incubus. 
Communists have been generally recognized in the 


established unions as a serious source of weakness 
rather than strength. They try to identify themselves 
with organized labor but most of the unions and lead- 
ers are showing strong resentment against communist 
infiltration and interference. 


* * * 


However communists are very tricky and slippery. 
Their public attitude and their public statements have 
no relation whatever to their private purposes. What 
they say and do is dictated 100 percent by what they 
want to do and not by what they may be doing. 


For this reason their advertisement, while purport- 
ing to be an argument against outlawing their party, is 
simply an effort to muddy the water and conceal the 
fact that there is no argument. 


For how can there be an argument that an interna- 
tional conspiracy has a moral right to establish a legal 
organization in this country when its only purpose is 
to destroy the political, social and economic system 
that more than 99 percent of the American people 
believe in? 

The Post-Tribune does not intend to help this outfit 
to subvert the American democracy. Indeed this ad- 
vertisement provides one of the best reasons thus far 
furnished why the party should be outlawed. For if 
it had been outlawed this advertisement would never 
have been presented and some of our American news- 
papers would not have had to show, by accepting it 
and publishing it, how little they understand the fun- 
damentals of democracy. - 

- * * 

Newspapers have certain duties to perform and one 
of them is to protect this nation from dangers within 
as well as without. That means that American editors 
must be Americans and not sappy sentimentalists. 

No editor likes to stand in the way of any expression 
of honest and informed opinion, but on the other hand 
every editor must make a choice as to what he does 
print. No newspaper can print everything. Certainly 
no newspaper is obligated to any disloyal group on the 
assumption that even a communist is entitled to have 
his say. 

Let this be said and understood: No disloyal indi- 
vidual or party has any right to be heard in the col- 
umns of The Post-Tribune except as he or it may offer 
proof that he or it is not disloyal. Neither a page of 
piffie nor a ton of baloney will be considered as an 
offer of proof. 


The editorial reproduced above was published April 4, 1947 in 


THE GARY POST-TRIBUNE 


Gary’s Only Newspaper 
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50 
Opens L. A. Office 


Kelly-Smith Company, news- 
paper representative, has opened 
a Los Angeles office at 668 S. 
Coronado St., with John W. 
Forbes as manager. 


Mines Equipment to Ross 


Ross Advertising Agency, St. 
Louis, has been appointed to di- 
rect the advertising of Mines 
Equipment Company, St. Louis. 


OUR SHIP IS IN! 
(A NEW PRESS) 


Finally after years of 
waiting we've received a 
shiny new press. Now we 
will be able to handle a 
few new limited accounts. 
For fine quality printing 
and typography—call 


Ed Keigher—State 5175 


Yale & Towne 
Expands Drive 
for Tip Toe Iron 


New YorK—Yale & Towne Mfg. 
Company, which used newspaper 
space Feb. 12 in Hartford, Conn., 
and Springfield, Mass., to intro- 
duce the Yale Tip Toe iron, its 
first electrical home appliance, 
will extend distribution and pro- 
motion throughout Connecticut 
during the first week of May. 

The company is now promoting 
the iron, which marks the entry 
of the 79-year-old lock, hardware 
and industrial equipment manu- 
facturing organization into the 
home appliance field, in newspa- 
pers in Hartford, Worcester, and 
western Massachusetts. 

As distribution is accomplished, 
Yale & Towne will break 1,500- 
line local newspaper copy. Na- 
tional distribution and advertising 
is anticipated by the end of the 
year. 

In addition to the newspaper 


program, the company is promot- 
ing the iron on the WTAG, Wor- 
cester, 9:15-9:30 am. “Modern 
Kitchen,” participation program, 
and on the “Shoppers Special” 
broadcast over WMAS, Spring- 
field. 

L. E. McGivena & Co., is the 
agency. 


Prints Buyers’ Guide 

The Chicago Association of 
Commerce and Industry has pub- 
lished a “Buyers’ Guide and In- 
dustrial Directory,” which lists 
the products and services of about 
9,500 Chicago area companies. 
Copies are being sent to pur- 
chasing agencies throughout the 
country. 


Coronet Metal Sets Drive 


Coronet Metal Products will 
launch an initial campaign for 
compacts and cigaret cases in six 
women’s magazines. A _ separate 
series in industrial publications 
will feature fabrications of Kovar 


alloy for electron tubes. Fashion 
| Advertising Company, New York, 
|is the agency for both campaigns. 
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OFFICIAL PACEMAKER 
INDIANAPOLIS SOO MILE RACE 
MAY 30, 1947 


Se Oe ae a 


SPECIAL—Nash Motors Division of Nash-Kelvinator Corp. is promoting the 
selection of Nash as the 1947 official pace car for the Indianapolis 500-mile race 
May 30 with this special outdoor poster. 


Gets Food Account 


Tiedemann & McMorran, San 
Francisco, packer of Sun-Blest 
fruits, vegetables and other food 
products, has retained MHonig- 
Cooper Company’s San Francisco 
office as its advertising agency. 


Appoints Reinhardt 
Harold F. Reinhardt has been 
appointed art director of Hop- 


craft-Keller-Scheifle, Inc., Detroit. 


“Mr. Torgerson, are you in favor of lipstic 


Champion question popper of the 
Upper Mississippi Valley (and per- 
haps of the nation) is pert, poised 
Elvina Molgren, who makes a living 
off other people’s opinions. 

If you would like to know what 
2,750,000 Minnesotans think about 
the United Nations, Russian 
expansionism, lipstick for 
bobby-sockers or the proper 
length for women’s skirts, Vi 
is the girl to get you the 
answers. Chief interviewer of 
the Minneapolis Star and 
Tribune’s famed Minnesota 
Poll, Vi commands a task force 
trained questioneers 
who sample the opinions of 
citizens throughout 
the state and gain from them 
a remarkably accurate pic- 
of Minnesota’s 
thinking on any subject. 


of 65 


typical 


ture 


cross-section of 


total 
tions to 


Just as the flavor of the whole 
broth can be had from a single 
spoonful, opinions of a whole popu- 
lation can be found by sounding out 
a relatively small group—a scientific 


young and old, city, town and farm 
residents, 
races, religions, education 
levels and political affiliations. 

In the course of personally 
popping nearly a million ques- 
tions at 25,000 people, Vi has 
visited Minnesotans of all 
categories, finds them almost 
universally cooperative. Gen- 
uine big shots love interviews, 
beg to be asked again. Small 
shots are often amazed and 
flattered that anyone should 
value their opinions. 

Vi must also pre-test ques- 


men and women, 


economic groups, 


Said the 


k ?”. 


wording—any phrasing that “‘steers” 
response or is unclear or confusing. 
Such sound judgment and devotion 
to accuracy keep the Minnesota 
Poll within a 3% margin of error, 
make it one of the nation’s most 
reliable public opinion yardsticks. 


wife of a laboring man 


to Vi, ““This Minnesota Poll is a 
wonderful idea: it is good to find out 
what all of the people think.” Vi 
and the Minneapolis Star and 
Tribune believe so, too. 


find any flaws in 


9900,000 Sunday 


MORE THAN 


400.000 Daily 


in the 
Paul Bunyan Market 


Minneapolis Star . « - Minneapolis Tribune 


EVENING 


JOHN COWLES 


« President 


MORNING & SUNDAY 


Hillman Launches 
Test Copy Pushing 
‘Pageant’ Sales 


New York — Hillman Period- 
icals, Inc., in a $20,000 test cam- 
paign to push newsstand sales of 
Pageant, its pocket news and fea- 
ture magazine, is reviving ghosts 
of the past, mimicking Plymouth’s 
1932 and 1936 “Look at all three” 
slogan by announcing, “Read and 
judge all three.” 
Newspaper copy in six cities, 
spaced from 200 to 1,500 lines, and 
spot radio announcements in three 
cities feature the slogan as well 
as the designation of Pageant as 
“the pick of the pocket maga- 
zines.” Deliveries in each city 
have been tripled to take care of 
possible increase in orders result- 
ing from the advertising blast. 
Hillman spent $75,000 to intro- 
duce the magazine three years 
ago, $30,000 on the second issue, 
and another $30,000 since then. 
The current campaign is the first 
big push since its introduction, 
designed to find the formula to 
sell it successfully on the stands. 
In New York, copy appears in 
the Times, in Washington in the 
Star and Times-Herald. The re- 
mainder of the schedule includes: 
Manchester, N. H., radio spots 
only on Stations WFEA, WKBR, 
WMUR; Utica, space in the Ob- 
server - Dispatch; Harrisburg, in 
the News- Patriot and spots on 
Stations WHP, WHGB and 
WKBO; New Bedford, in the 
Standard Times; and Wilkes- 
Barre, in the Record Times- 
Leader News and on WBAX and 
WBRE. 

Biow Company, New York, is 
the agency. 


Joins ‘McCall's’ 

Helen McCully, for several 
years food copywriter with Ken- 
yon & Eckhardt, New York, on 
Wesson Oil, Snowdrift, Knox 
gelatine, R. B. Davis Company, 
Cocomalt and Borden’s Instant 
coffee accounts, has joined Mc- 
Call’s as food editor. 


Ellington Ups Kingman 
Ellington & Co., New York, 
has appointed Gordon M. King- 
man assistant treasurer of the 
agency. Mr. Kingman joined the 
company in 1944 from E. R. 
Squibb & Son, where he was as- 
sistant to the credit manager. 


WMPS Appoints Le Brun 


Harry Le Brun, formerly south- 
eastern station relations super- 
visor for the Mutual Broadcasting 
Company, has been appointed sta- 
tion director and commercial 
ae of Station WMPS, Mem- 
phis. 


Offers Cartoon Service 


A cartoon mat service for ad- 
vertising booklets, house organs 
and trade publications, is being 
offered by Sid Margolis at 2145 
Southern Blvd., New York 60. 


Herald Promoted 

W. L. Herald, assistant adver- 
tising manager, has been pro- 
moted to advertising manager o! 


McCray Refrigerator Company, 
Kendallville, Ind. 
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Soy Food Mills 
Will File Appeal 
in Pillsbury Suit 


Cuicaco—Soy Food Mills, Inc., 
plans to take to the U. S. Supreme 
Court its trademark dispute with 
Pillsbury Mills, Inc., Minneapolis, 
over their widely advertised 
names for soy pancake flour. 

Pillsbury won the latest round 
in the legal squabble in the U. S. 
Circuit Court of Appeals here, | 
but R. H. Thomas Jr., president | 
of the Chicago food products 
manufacturer, informed ADVERTIS- 
ING AGE last week that his com- 
pany definitely will appeal to the 
higher court to protect its trade 
name. 

Soy Food Mills claims that it 
introduced its soy pancake flour, 
Golden Mix, in 1942, nine months 
before Pillsbury came out with 
its Golden Bake flour. The Chi- 
cago company won a preliminary 
skirmish in federal district court 
here, when Judge Walter J. La 
Buy issued a_e decree finding 
against Pillsbury, but this ruling 
was later upset by the appeals 
tribunal. 


To Continue Ads 


Until the case is settled, said 
Mr. Thomas, Soy Mills will con- 
tinue to promote its Golden Mix 
aggressively and to advertise it 


via newspapers, radio and car 
cards in the area east of the 
Mississippi. 

Commenting on the appeals 


court decision favoring Pillsbury, 
Bradshaw Mintener, general 
counsel, said that  Pillsbury’s 
trademark was registered in 1935 
and has been used on pancake 
flour since 1936. Soy Food Mills, 
however, counters with the claim 
that this registered trademark, 
Golden Bake, was for a wheat— 
not a soy—flour. 

The appeals court, in 
that Pillsbury was not guilty of 
unfair competition or infringe- 
ment in using its trademark, said 
that Soy Food Mills, ‘out of the 
numberless words it could have 
chosen, selected the word Golden, 
which it found already appro- 
priated in this identical field by 
the defendant. The patent office 
gave Soy Food Mills notice that 
Pillsbury Mills, years before, had 
selected as the first word of its 
registered trademark, the word 
Golden. .. We have been unable 
to find any satisfactory explana- 
tion of plaintiff’s selection of this 
word.” 

In addition, the court stated in 
connection with the colors used 
for packaging the competing 
products, that “In selecting blue 
and yellow, plaintiff must have 
known that such were the long 
used colors of Pillsbury Mills.” 


holding 


Twelve Appoint New 
McMurphey Agency 
George W. McMurphey Adver- 
‘ising Agency, which opened April 
with offices in the Lewis build- 
ng, Portland, Ore., has been ap- 
pointed to handle the advertising 
of the following accounts: Wood 
Tractor Company; Allen Welch 
Rakery Engineering Service; R. W. 
Mulhausen Company; Roy F. 
wen Insurance Company; Nehi 
everage Company, and O’Con- 
‘ell Berry Farms, all in Portland. 


Other accounts are Easson’s 
Soap Company; Roy _ Burnett 
lotors:; O’Connell Packing Com- 
iny; Fisher-Streimer Heating 


ympany; C. & V. Produce Com- 
iny, and B. & L. Furniture Com- 
iny. 
Gets Steel Account 
Fuller & Smith & Ross, Cleve- 
id, has been named to handle 
advertising of Lukens Steel 
mpany, Coatesville, Pa. 


Lewis Changes Setup; 
Two Join Statf 

Frank Lewis, Inc., 
which has been producing sound 
slidefilms for an independent pro- 
ducer who sold and wrote the 
films, has severed this connection 
and has taken over selling and 
writing as well as producing films. 

Ray Ballard, until recently 
president of Ballard-Bowman 
Films, has joined Lewis as vice- 
president and manager of the film 
division. Jim Pease, former vice- 
president and advertising man- 
ager of Hurley Machine Company, 
has joined the company as ac- 
count executive and writer in the 
film division. 


Katz Forms Company 
Meyer K. Katz, recently vice- 
president and sales manager of 
Volupte Compacts, Inc., and _ its 
cosmetic affiliate, The Herb Farm 
Shop Ltd., has formed M. K. 
Katz & Co. at 628 Empire State 
building, New York, to develop, 
distribute, and promote merchan- 
dise for the retail trade, special- 
izing in items for toilet goods, 
small wares and gift departments. 


Chicago, | 


NAM Gives Copies 
of Free Enterprise 
Report to Schools 


Boston—The National Associa- 
tion of Manufacturers last week 
presented its two-volume report 
on “The American Individual En- 
terprise System” to Harvard Uni- 
versity’s School of Business Ad- 
ministration and to Brown 
University. 

The treatise, prepared by the 
economic principles commission 
of the NAM, was described by 
Joseph P. Spang Jr., president of 
the Gillette Safety Razor Com- 
pany, as “the first complete 
treatise on the enterprise system 
since Adam Smith’s ‘Wealth of 
Nations’,” as he tendered it to 
Dr. Donald K. David, dean of the 
Harvard business school. 

Fifteen outstanding economists 
and business men, headed by Rob- 


ert R. Wason, NAM’s board chair- | 


man, spent six years in drafting 
the report, which is designed to 


answer critics of the American 
economic system and those who 
would substitute collectivist doc- 
trines for capitalism. Probably 
never before, Mr. Spang noted, 
has such a wide cross-section of 
American economic thought sub- 


|scribed to one text, and although 


it was designed primarily as a 
reference book, a wide circulation 
is expected. 

Although the report lashes eco- 
nomic planners and socialism, it 
admits frankly that a solution to 
the threat of unemployment is 
the greatest problem facing free 
enterprise today. ‘The very fu- 
ture of the individual enterprise 
system,” says the study, “depends 
upon working out a satisfactory 
solution of the unemployment 
problem.” 


Appoints Mercready 
Mercready & Co., Newark, N. J., | 


has been retained to handle the 
advertising of Wright-Austin 
Company, Detroit, manufacturer 
of steam separators, traps and 
power plant specialties. 


51 
Plans Port-O-Trade 


The Junior Chamber of Com- 
merce of Long Beach, Cal., in an 


effort to further public interest 
in foreign trade, has scheduled 
Port-O-Trade, a national manu- 


facturer exposition, for June 13- 
22. Products manufactured or 
sold locally will be displayed and 


demonstrated with emphasis on 
tneir connection with foreign 
trade. Roger T. Chase Associates, 


Long Beach, is handling the ad- 
vertising and publicity. 


~ 
. 
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ational Authority Of Free Distribution Press 
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Tee we ee ee 


Which is the deb from Park Avenoo... R ; 
Who bought her frock on Fifth Avenoo . .. who“ picked up a bargain” at Kronk’s? 


which the cashier from the Bronx? 


The Bronx and Park Avenoo are a lot closer these days—but only 


New York is America’s Mightiest Market. In 
one borough alone—Manhattan—yearly sales 
top 2 billion, wholesale volume is 12 billion or 
22% of national total! 

Get your full share of this tremendous market by 


using General Outdoor Advertising, the medium that 
reaches all of New York’s 8.000.000 customers. 


Today's Wealth is Homogenized — 


The 
Unlike 


“Cream-Line” is Gone 


yesterday s cream-at-the-top wealth, today’s 


record 175-billion-dollar wealth is “homogenized” 


spread throughout 90% of our population. In New 
York, it’s spilling from Park Avenue to the Bronx. 


To sell this new 
the huge mass-market that is New York . . 


door 
classes. 


Side. West Side. 


Advertising. 
all of New York's millions. 


all around the town.” 


“classless” wealth . . . to reach all 
. use Out- 
Here’s a medium that sells all 
“East 


It tells your 


It reaches 


Outdoor Advertising Reaches Them Both 


story to the cashier from the Bronx, the bartender 


from the Bowery, the cabbie from the Village. And. of 


course, it doesn’t skip the deb in the Stork Club. 


To sell them all... 


you ve got to reach them all. 


To reach them all. use Outdoor Advertising . . . no 


other medium gives such blanket coverage at so little 


expenditure! 


GENERAL OUTDOOR ADVERTISING IS YOUR MAJOR MEDIUM IN 55 MAJOR MARKETS 
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‘New York News, 
ABC Will Get 


FM, Video Grants 


WASHINGTON — The New York 
Daily News was one of five suc- 
cessful FM applicants and four 
successful television applicants 
mentioned in proposed grants for 
the New York City Area, handed 
down by the FCC Tuesday. 

The American Broadcasting 
Company was also successful 
its applications for both FM and 
television facilities. 

The third successful New York 


television applicant was Bam- 
berger Broadcasting Service, 
owner of WOR, WBAM, New 


in | 


have been denied. 

The FCC summary reported 
that the News had pledged “a 
high standard of public service to 


all mem¥Bers and groups in its 
audience,” which will be “pro- 
gressive, instructive and _ enter- 


taining without bias and always 
in good taste,” and that it would 
treat “fall races, colors and creeds 
fairly, without prejudice or ridi- 
cule.” 

In the television ruling, FCC re- 
ported that the News “indicated 
its conviction that standards ap- 
plicable to broadcasting differ 


issues, and to print news and pic- 
|tures of murders and suicides, it 
would refrain from these practices 
|in its broadcasts.” 

| Of the five television applicants, 
| the unsuccessful one was the Debs 
|Memorial Radio Fund, operator 
|of WEVD, New York. FCC noted 
|that the additional operation 
would have placed WEVD in a 
| $725,000 debt to the Forward As- 
| sociation. 

Though the station is a non- 
profit organization, and was found 
|to have a highly varied program, 
| including extensive discussion and 


'in certain respects from those of| public service programming, FCC 


| 


| News engages in its right to edi- heavily commercialized. 
| torialize its views on controversial | 


| 
| 


York FM station, and a commer- | 


cial television licensee for Wash- 
ington. 

The five successful FM claims 
were sifted from among 17 ap- 
plications. Besides ABC and the 
News, they are WMCA, Inc., New 
York standard licensee; the Unity 


Broadcasting Corporation, organ- | 
ized by the International Ladies 


Garment Workers Union, and the 
North Jersey Broadcasting Com- 
pany, Paterson. 

In order to provide service for 
3,000,000 New Jersey residents 
adjacent to New York, the fourth 
television grant also went to a 
New Jersey applicant—to Bremer 
Broadcasting Corporation, owner 


of WAAT, Newark. 
Controversy Ruled Out 
In approving the applications 


from the News, the commission 
majority voted to strike from the 
record evidence submitted by the 
American Jewish Congress re- 


lating to the newspaper’s fitness | 


to operate a radio station. 


The News objected last October | 


when the Congress was permitted 
to testify that the paper’s articles 
and news 
“consistent bias and_ hostility” 
against Jews and Negroes and a 
“readiness to publish irresponsible 
and inflamatory news items.” 


stories demonstrated a | 


Until detailed opinions are re- | 


leased, there is no 
whether the majority concluded 
that the controversial testimony 
raised the question of press cen- 


indication 


sorship. Commissioner’ Clifford 
Durr said, however, that he felt | 
the News’ applications should 


Print it in 
the West 
| FOR WESTERN | 


ant 


DISTRIBUTION 


bes © 


% Los Angeles 


Flying us the copy, layouts, mats 
or plates saves tume and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors fast, modern 


rotary presses. Our capacity 1s 


limited only by temporary paper 


restrictions. Samples and prices 


on reque sf 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


a newspaper.” 


“Accordingly, although the 


| objected to three 15-minute time- 
|broker periods which were 


Along with WBNX, another sta- 


tion carrying time-broker periods, 
Debs was also among the 12 un- 
successful applicants for FM per- 
mits. 


‘Special’ Appeals Fail 


Several labor and religious ap- 
plicants, intent on “special inter- 
est” programming, were elimi- 
nated because of the scarcity of 
FM channels. WMCA won out in 


recognition of “meritorious serv- | 


ice’’ on the standard band. The 
ABC grant is to provide a key- 
stone for an FM network. 

With two commissioners not 
participating, the News won its 
FM grant by a 3-2 vote. Chair- 
man Denny joined Commissioner 
Durr in opposing it. 


According to the 


ruling, the 
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choice had narrowed down to four 
applicants for two channels, two 
involving newspaper ownership 
and two involving labor owner- 
ship. The majority voted to grant 
one newspaper and one labor ap- 
plication. 

With the selection between the 
News and WLIB, owned by the 
New York Post, the News won 
3-2 because the Post already has 
a radio station. 


Sees More Competition 


“There is now extensive com- 
petition in the newspaper field in 
New York,’ FCC said. “A grant 
to WLIB will preclude radio com- 
petition at this time between th« 
New York Post and the Daily 
News, whereas a grant to the 
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News will promote such compe- | Magazine Names Two 


tition.” 


Commissioner E. K. Jett pre- 
ferred to grant both newspaper 
applications. Commissioner Durr 


contended that the 


considered. 


Opens Fruit Contest 


Practical Home Economics, New The Cling Peach 


cational advisory 


institutions. The 


The International Ladies Gar-| director of home economics for| of No. 10 cans of all grades 


ment Workers Union is prepared | ¢ American Can Company. 
io sell up to 51% of the stock in 
‘ts FM station to other trade| Form Rochester Agency 
inions in the New York area, 
which will provide for a “com-| been formed at 35 Chestnut St.,| 
munity” rather than a “labor” ace oad bey ear oe oe ager of Coal Age and Engineering 
ee : i : 1 utziler vertis-| & Mining Journal, McGraw-Hill 
programming service. FCC praised ing Agency, Dayton, and Hav | publications, has been appointed 
He has been 
: = formerly | with the company since 1943, and 
FM receiving sets at a cost of| with National Cash Register Com-| previously was with Standard Oil 
‘Company (Indiana) for 19 years. 


its plan, now under way, for a 


radio manufacturer 


$700,000, to ILGWU members. 


to provide | Clayton J. 


less of brands. 


Rice & Rohrbach Company has McGraw Boosts Mathias 


| Nash & Associates, Rochester, and | general manager. 
Rohrbach, 


pany, Dayton. 


Advisory 
| York, has appointed Mena Hogan) Board, San Francisco, is sponsor- 
| and Isabel N. Young to its edu-| ing a contest with prizes totaling 
=I board. Miss; $7,500 for all canned fruit sales- 
absentee | Hogan is a southern states field| men calling on hotels, restaurants 
ownership of the News was a | agent for the Department of Agri- | and 


: contest, | 
factor which should have been 


cuiture’s extension service, and/ scheduled to run from May 1 to 
| Miss Young recently retired as/| 31, is designed to stimulate sales 


California cling peaches regard- 


Henry R. Mathias, sales man- 


Wallbridge Heads 
Lamont, Corliss: 
Day Exec. V.P. 


New York — Lamont, Corliss & 
Co. has elected William K. Wall- 
bridge president, succeeding 
Robert H. Cory, who died March 
16. Clive C. Day becomes execu- 
tive vice-president and a director 
of the company. 

Mr. Wallbridge joined the com- 
pany in 1906 and specialized in 
the research and development of 
new products, particularly Pond’s 
creams and Nestle’s chocolate. He 
became vice-president of Lamont, 
Corliss in 1911 and a director in 


Whsrsver Rople 


of Momus dud Luffluouet Congreg 
NEWSWEEK & tu the Retire! 


les not what a farmer sows, but what he reaps that 
pays off in dollars and cents. 


So, too, with a magazine. As excellent as its edito- 
rial treatment is—it’s the harvest of readers that 
pays off to the advertiser. 


That’s why you should know that Newsweek deliv- 
ers a greater concentration of leaders in business, 
industry, and government per advertising dollar than 
any other magazine. 


These are the “top 700,000” American families. 
These are the people with money to buy—the people 
others follow. 

So it’s no wonder so many alert advertisers have 


found that it pays to concentrate your advertising in 
Newsweek—and sell the “top 700,000” first! 


ew neatel 


53 


1940. In 1911 he became a direc- 
tor of Peter Cailler Kohler Swiss 
Chocolate Company, manufactur- 
ing subsidiary, its vice-president 
in 1919, president in 1928, and 
chairman of the board in 1942. He 
is a director of the Pond’s Extract 
Company, for which Lamont, Cor- 
liss is selling agent. 

Mr. Day joined Lamont, Corliss 
27 vears ago, and has been vice- 
president since 1945. He served 
as vice-president of the chocolate 
subsidiary from 1928 to 1942, when 
he was elected president. He was 
recently elected president of the 
Association of Cocoa and Choco- 
late Manufacturers of the U. S., 
and is a director of the Grocery 
Manufacturers of America. 


B&B Elects Lusk, Pattison 


Benton & Bowles, New York, 
has elected Henry O. Pattison Jr., 
vice-president and copy chief, 
and Robert Lusk, vice-president 
and account executive on Procter 
& Gamble, as directors of the 
agency. 


NEWSPAPER 


The Weeklies’ coverage of small towns and 
farm territory is really terrific! And reader- 
ship—80 to 90% all the time! Yes, the 
weekly newspapers are an integral part of 
the lives of practically 70 million Americans. 
They exert a great influence on national 
policy, economy and standards. 


ADVERTISING 


Alert concerns recognize here a wide, di- 
versified market. Exactly one-half of America 
is your audience, and 80% tome-ownership 
assures plenty of durable product purchases. 
Here is grass roots America, a ready and 
able market, waiting for the aggressive 
advertiser to make his bid. 


SERVICE 


Whatever your specific marketing problem, 
you can reach the exact portion of Home- 
town and Rural America through NAS. In 
one order you can include any or all papers 
needed. Requires but one billing, one check. 
NAS handles all details. Weekly newspaper 
space-buying made easy as NAS 


NEWSPAPER ADVERTISING SERVICE 


INCORPORATED 


“meena | 


National Editorial 
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1 MONTH TO 
REDBOOK, N.Y. 


Retailers will round up $204,000,000 


in REDBOOK, Texas 


How can they miss? Redbook, 
Texas families have $285,000,000 of 
spendable income left after paying 
taxes. They spend $9,594,000 in drug 
stores. Their food bill amounts to 
$48,360,000. They want $2,500,000 
worth of furniture; nearly $1,000,000 
worth of refrigerators and $723,000 
worth of floor coverings. 

Their 63,000 cars will burn up 


HIT EM WHERE 


tt REDBOOK.US.A! 


44,000,000 gallons of gas and 
3,500,000 quarts of oil, not to 
mention 126,000 tires. 

Think of reaching every home in 
a $285,000,000 market for a pro- 
rata page rate of $205. A real buy, 
isn’t it? 

Redbook does a strong, hard-hit- 
ting job and it ought to be on your 
advertising list. 


*Send for the Redbook State-by-State analysis of family buying power. 
Write or phone Redbook, 444 Madison Avenue, New York 22, New York. 


TOP INCOME 


The U. S. Bureau of Agricultural Economics has 
just finished analyzing today’s market for auto- 
mobiles and other durable goods. 

11% of this year’s auto and durable goods 
purchases will come from the families with in- 
comes of $5,000 and over. 

All surveys indicate that Redbook, U. S. A. 
has more than 300,000 families with incomes of 
$5,000 and over — 
higher concentration 
in your best market. 
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. . . BUSINESS CHART OF THE WEEK . 


THE PAY-OFF . 


OTHER FEATURES 


Ton thousand tiny candbe flames have 
lt the night and died tar joy — hut none so 
brightly tranquil us that o's which she sees 
the fare of fowe. Like a, her diamond 


tow, will ghow with special acanng 


% Hes engayement ring -eane mest be chosen for 
3 ws sail didlos lee Ia-onelaen evel 

& many carats. tor color, clarity and casttong 
,* a er. 


he wise to seek the ncdvter of a trusted j-weles, 


% * e« De Beets Consalideted Mines. Lid 
a® and Associated Campenins. 


9° Oneqemie Cone 1010 te art 
eG Coe tet Covet BTS my 8 
€2 Coe Carat Abd oe HD 
Ce) eo Cows Wome (DGD 


ieee Shee Sey mmm qualiey Pures ene oraraged Gram + 


SNe ey Comet minty, TRAE Od HM Lee Petre Tine 


“Ten thousand tiny candle flames have 
lit the night and died for joy,” says this 
De Beers ad, ‘‘but none so brightly tran- 
quil as that o’er which she sees the face 
of love.” Reading “stars” for “candle 
flames,” the copy leaves one to wonder in 
what position the lady managed to see 
the face of love. In any event, she ap- 
parently got herself engaged. 

Like its predecessors, this is another in 
a long line of advertisements distin- 
guished, by pseudo-poetic copy and mean- 


You Ought to Know . 


“We hope no one will, for us, let the 
sun set like a great red ball, be struck 
dumb by the grandeur of the terrain, be 
staggered by the gripping contrast be- 
tween old and new, make water ripple 
musically through a 
mountain brook, or let 
the jagged rocks jut 
through the rapids like 
so many gigantic 
teeth.” 

This sentence is part 
of the instructions of 
Holiday to prospective 
writers and their 
agents. The instruc- 
tions come from Holi- 
day’s editor, probably 
the only magazine 
ditor who prepped for the ivory tower 
y being one of the advertising agency 
usiness’s top creative men—Ted Patrick. 
Ted has produced startling stuff in the 
ast. In the anti-war world of 1937, 
Vorld Peaceways was conducting a 
ashing campaign—the best known of 
hich was “Cornfed Kid from the West,” 
lustrated by a helmeted skull, and high- 
itched copy keyed for emotion. An- 
ther ad—bitterly criticized at the time 
showed a scientist with the headline, 
If he is lucky, a million men will die.” 
he author of the World Peaceways ads 
is Ted Patrick, then with Young & 
ibicam. In 1937, the foundation got 
185,000 in contributed space and time. 
Of his anti-war copy, Ted merely says 


Ted Patrick 


ingless layouts that invariably get an Art 
Directors’ award. 

Seeing the stones at the bottom — in 
actual size, with corresponding prices—a 
inan born and bred in salesmanship must 
occasionally wish he were ae credit 
jeweler, selling diamonds at a price. With 
a De Beers ad at hand, he could proceed 
to offer prospective purchasers proof posi- 
tive of the bargain they were getting. 

Which doesn’t seem to be the purpose 
of the campaign. 


e oe led Patrick 


quietly that it didn’t seem to do much 
good. When war came, he worked with 
various units of the government, cer- 
tainly an alphabetically impressive group 

-OEM, OFF, WPB, OWMR, OWI and 
the Treasury, War Department and Mari- 
time Commission. As head of OWI's 
overseas graphics division, he worked 
with OSS, the Psychological Warfare Di- 
vision, and the intelligence branches of 
allied forces. 

Ted was born and grew up in New 
Jersey, went to public schools—no col- 
lege—and entered newspaper work. After 
a short term on the editorial side, he 
took a fling at professional baseball. 
After baseball he took a job with the 
sales promotion department of Liggett & 
Myers, which he subsequently has char- 
acterized as “good experience but kinda 
dreary.” 

With Frank Doherty (now head of 
Doherty, Clifford & Shenfield), and Har- 
old McNulty (vice-president in charge of 
art for BBDO), he took a try at the small 
agency business in Newark. The agency 
lasted only a short time, and Doherty 
went to Pedlar & Ryan, McNulty to the 
George Batten Company, and Ted to 
Miami. 

Ted wanted to see what a real boom 
looked like (he later said it looked 
“ridiculous”), and he worked for a paper 
called Miami Life. The paper folded as 
the land bubble burst. Ted Patrick went 
back to New York 

He worked for a time as assistant ad- 


vertising manager of Weber & Heil- 
broner, a New York retail clothing chain, 
and then, in 1928, went to Pedlar & 
Ryan. After a year and a half with P&R, 
he joined Young & Rubicam as a copy- 
writer. 

When Ted joined Y&R, it was a far 
cry from the mammoth agency it shortly 
became. It was compact, its offices all 
on one floor and occupying less than the 
full floor. Both of the principals, John 
Orr Young and Raymond Rubicam, were 
active. Sigurd S. Larmon and Chester 
LaRoche had not yet joined the agency. 

The 1930s, the depression years, were 
the years of growth for Young & Rubi- 
cam. When Ted first came to Y&R, radio, 
still a fledgling, was in with the copy 
department, and copy men worked on 
radio just as they did on graphics, with 
results, Ted admits, “rankly amateurish.” 

For Y&R, Ted worked on house ads, 
Parke, Davis, Cluett, Peabody & Co., 
Metropolitan Life, Life, Sanka coffee, 
Travelers Insurance and Spalding Bros. 
He eventually became a copy supervisor 
and a member of the firm. 

Like many another adman, in and out- 
side Y&R, Ted has vast respect for Ray- 
mond Rubicam. Rubicam, he feels, lifted 
the whole business of advertising, and 
he was able to fuse research and creative 
effort, without turning out engineered, 
die-cut copy lacking in originality. Re- 
search was a tool that verified and as- 
sisted, but did not dominate, the creative 
department. 

Ted worked for OWI for a year, went 
back to Y&R, then returned on an as- 
signment basis to the government, work- 
ing without salary. He went through 
OWI overseas division schools, eventually 
wound up in London, preparing material 
for the civilian populations of countries 
to be invaded by allied armies. Civilians 
were, for example, warned not to refugee 
—to avoid the roads, to keep their lights 
turned off as the air offensive mounted 
preceding the Normandy landings. 

His job was completed in May, 1944. 
The material was ready for distribution 
when SHAEF set D-Day operations. He 
had received a detailed, cabled offer from 
Richard Compton, then head of Compton 
Advertising. 

He came back from Europe, discussed 
things with Y&R, and moved into Comp- 
ton as vice-president in charge of the cre- 
ative department. He spent 18 months 


with Compton, and resigned Jan. 1, 1946, 
to join Curtis Publishing Company to 
work on Project “X,” reportedly a pho- 
tographic magazine. 

Holiday, for which Curtis had laid 
down an intensive promotional barrage, 
was having its troubles. Curtis shifted 
Ted to Holiday on July 1. 

As an adman turned editor, Ted is 
noncommittal about the advisability of 
agency work as a background for edi- 
torial. He says that knowledge of ad- 
vertising research into readership and 
reader habits has helped. He does not 
say that he had done pretty well as a 
magazine writer before joining Curtis; 
Patrick stories had appeared in Argosy, 
Cue, Look, Scribner’s, The New Yorker, 
This Week Magazine and Town & Coun- 
try. 

As an editor, Ted has leaned hard on 
factual, eyewitness, sometimes contro- 
versial articles. Holiday’s earlier expe- 
rience convinced the editorial depart- 
ment that it must hand-pick its writers, 
that contributions were likely to be in- 
accurate. In a set of instructions which 
Holiday sent to literary agents, Ted took 
sharp exception to the Chamber of Com- 
merce approach to the travel article, 
which he described as “gush, glitter, 
cliche and treacle.” “It is a sin,” the 
Patrick commandments said, “to mention 
one word of criticism about any place... 
In our opinion this is not only a dis- 
service to the reader, but makes for 
dull, monotonous and dishonest writ- 
ing. . . In the past, we have had diffi- 
culties over inaccuracies, caused prin- 
cipally by the writer’s putting down 
something he had heard without 
double-checking the information. We 
hope to raise the factual level of re- 
porting. It is fatal for us to print 
inaccuracies on the subject of travel, 
a domain of writing on which we are 
supposed to be the last word. . . It would 
make for a pleasanter and longer writer- 
editor association if writers would take 
extra care themselves. 

Quiet, personable, Ted at 45 looks like 
a creative man. In the early days of the 
Advertising Council, Ted functioned as 
its copy chief, and associates remember 
him as genial, alert and receptive to 
ideas. 

He and his wife live in an apartment 
hotel in Philadelphia, keep their summer 
home at Quogue, Long Island. 
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Faithful reproduction demanded by a 
discriminating advertising clientele, is the 

reason for the exclusive recognition 
of Laurence, inc., in the certificate 

of merit awarded by the New Dork 


Museum of Science and Industry. 


COMMUNE INC. 


PHOTO ENGRAVINGS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO * WABASH 6284 Ralph E. Moon as manager. 


Young Is Elected 
Pond’s President: ess cnn 1947 


B k Ch . sows’ ae + ree $ 
r r A 8,111,504 
a er airman Natronal Rie 15,768,212 
New York—The Pond’s Extract | 9°'°”?Y 04,215,409 
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MARCH SALES OF CHAIN STORES 


-————March 


% Gain -———3 month period———,,% Gain 
1946 or Loss 1947 1946 or Loss 


5,805,258 +61.4 $ 26,987,836 $ 16,850,220 -+-60.7 
39,709,752 -+-46.0 164,923,938 116,703,609 +41. 
10,794,750 -4-46.0 44,502,480 31,109,189 +-43, 
61,391,488 -+-37.2 240,051,519 181,027,066 +32 


Company, manufacturer of creams 
and cosmetics, has elected Lloyd — eens ; 
V. Young president, succeeding | ¢7i2g.) — 11916955 
Clifford M. Baker, who has been | *Montgomery Ward 
named chairman of the board. Geese total 

Mr. Young joined the company | _ Drug Chains 

in 1923, and until his appointment | Crown . vee $ 1,233,993 $ 


Group Total 


97,551,906 


as president, retained simulta- | Walgreen 12 308787 

,neously the titles of director and | - acs ae 

general manager. In 1928 he was| °°OUP [o%8) $ 17,852,943 $ 
P Variety and Miscellaneous 

named secretary, in 1931 general | gond Stores ae 183,049 ¢ 

manager, in 1936 vice-president, | eo Retail — 

and in 1945 executive vice-presi- | Edison Bros. 6'289'928 


dent. | Fishman, M. H.. 577.864 


Mr. Baker, who has been with, 22, “4 {)- ree 
the company for 39 years, was | Ereves,, 5. 5. 20,370,725 
. . | Kress, S. : 12,636.66 

elected president in 1936. | tone deeae. tac. 5951495 
oeeeieesccennaneee Pl 8 432,738 

| - | McCrory 6,822,592 
‘Bennett Glass & Paint *McLellan_ Stores 3463023 
| urphy, 8 345,294 
Changes to Bennett's | Neisner’ Bros. 3404972 
| Bennett Glass & Paint Com-| pee). 6. gsr 7 
pany, Salt Lake City, has changed | Western Auto . 4,397,000 
its name to Bennett’s. Richard S. | ear ba e.. W... 49,920,616 
Bennett, secretary and treasurer, | #47" °"°s: 11,868,792 


: . i | *Angerman Co. 716,40! 
has been appointed vice-president | ;Diana Stores 


1,094,321 
and general manager. Melville Shoe Corp. 6,385 637 
The company’s sales depart- | “'"terstate Dept. Stores. 4,795,196 


$151,710,686 $128,600.90! + 


.$167,467,218 $117,012,248 +43.1 $ 476,465,773 $ 345,690,084 “437, 


18.0 $ 266,305,885 $ 223,662,045 +19 
9,580,175 -+24.4 27,310,204 20,065,856 -+36 
78,453,828 --24.3 168,757,143 133,684,588 -+-26.7 


$261,179,547 $216,634,904 -+20.6 $ 462,373,232 $ 377,412,489 +422: 


1,243,899 -—0.8 $ 7,648,820 $ 7,205,237 +46 
3,498,367 -+-10.1 10,938,721 9,953,331 +9 
11,489,145 +11. 36,302,416 32,695,447 +11 
16,231,411 +10.0 $ 54,889,957 $ 49,854,015 -+-10 
5,713,079 +43.2 $ 18,673,322 $ 13,876,004 +34 
3,165,365 —4.5 7,371,108 7,732,686 —4 
5,057,105 -+24.4 14,445,591 12,554,185 -+-15 
551,637  +4.7 | 430,670 1,360,279 +5 
17,096,134 —4.4 39,025,348 40,563,468 —3 
6,746,816 -+-0.4 11,943,524 12,190,627 —2 
18,236,146 +11.7 52,477,701 48,464,912 +8.3 
11,235,475 +12.5 33,973,802 30,994,137  +-9.¢ 
4,842,633 +8.3 12,335,563 11,229,544 ++9.8 
7,881,045 -+-7.0 14,093,167 13,725,758 +2 
6,041,678 +12.9 17,959,700 16,255,515 +10. 
3,465,644 —0.1 6,503,442 6,439,684 +1.0 
8,197,490 +1.8 22,115,681 21,175,803 +4.4 
3,338,940 -+7.9 9,028 587 8,452,604 +-6.8 
7,877,594 +9.9 23,577,850 21,290,445 -+-10.7 
50,159,148 +12.2 141,993,872 124,107,349 +14.4 
4,259,000 +3.2 22,010,000 22,211,000 —0.9 
40,003,962 +-9.8 118,024,578 106,982,811 -+-10.3 
12,630,333 —4.0 31,431,045 31,672,492 —0.8 
734,820 —2.5 1,088, 157 1,225,280 —11.2 
1,040,677 +5. 8,590,811 8,675,061 —I.0 
6,033,313 +5.8 12,938,164 12,575,160 +2.9 
4,119,039 +16.4 7,953,929 6,983,157 +-13.9 


ment has been reorganized with| Group Total 


$240,226,764 $228,427,073 +5.2 $ 628,985,612 $ 580,737.9%61 +83 


‘the creation of an industrial sales | ; 
department, of which Alvin H.|_ Combined Total 
Robinson will be manager, and a) *Two month period. 
trade sales ‘department, with| Eight month period. 


$686,726,472 $578,305,636 +-18.7 $1,622,714.574 $1.353.694.549 419.9 


Miami is America's undisputed hub in air 


travel, cargo and business relations be- 


tween the Americas .. . 


| ment after June 30, 1947. 


Jack Anderson has been 


Company of California, 


| Appoints Jack Anderson 


To Meldrum & Fewsmith | "¢ering Corporation, Azusa, Cal., 


Dearborn Motors Corporation, 
| Detroit, has appointed Meldrum | 
| & Fewsmith, Cleveland, to handle 
its advertising. Dearborn Motors 
| will market the Ford tractor 
/a complete line of farm equip- 


an affiliate. He will maintain his 
present offices in Los Angeles and 
| Santa Monica, continuing to serve 
his aviation, automotive and 


trade association clients. 
and 


Designers to Meet 

The first national convention of 
the American Designers’ Institute 
since the war will be held in New 
ap-| York April 24-25 at the Metro- 


pointed director of public rela-|politan Museum of Art and the 
tions of General Tire & Rubber] Museum of the City of New York. 
with | The theme of the meeting will be 
headquarters at the Aerojet Engi-| ‘“‘Design for One World.” 


Greater Miami's unparalleled growth in 
permanent population, desirable industry 
and retail sales creates a vast selling 
ground... 

The Miami Herald covers it for you with 
Florida's top-readership. FIRST in cir- 
culation and FIRST in advertising volume 


daily and Sunday... 


Ghe Miami Herald 


JOHN S. KNIGHT. Publisher 
STORY, BROOKS & FINLEY, National Representatives 


“GREATER MIAMI, THE INTERNATIONAL MARKET OF THE AMERICAS” 


HIT THE HIGH NOTES 
IN OHIO 


You do it with a schedule in the 
Ohio Select List. These 49 home- 


read daily newspapers bring sales 
They 


cover 55. of 
Ohio’s 88 counties — a 
market with over one bil- 
lion dollars in annual re- 
tail sales. 


action today! 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 
PUBLISHERS REPRESENTATIVE 


CHICAGO 
CLEVELAND 


NEW YORK 
CINCINNATI 
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Poor Programming 
Hurts Video, Lewis 
Tells Tele Group 


New YorK—Some of television’s 
most enthusiastic practitioners | 
met here last week at the second | 
innual Television Institute, spon- | 
sored by The Televiser, and one | 
consistent theme ran through the | 
neetings: that television had ar- | 
rived and there are still few | 
yeople trained and ready to work | 
in it. 

David P. Lewis, television di- 
rector of Caples Company, told 
the group that telecasters had 
been lax in programming and 
declared: ‘‘While we've been doing 
everything possible to turn out 
those millions of sets, we’ve done 
far too little toward putting some- 
thing good on the screens of them. 
We’ve neglected studio programs | 
in favor of remotes . . . allowed 
false economy to cripple some of 
the studio programs. We haven't | 
trained nearly enough directors, | 
and we've given experience in 
writing for television to almost | 
no one.” 

For persons who believe that 
television’s rise will parallel that 
of radio, Mr. Lewis has another 
idea: “It was not the novelty of | 
radio which propelled the broad- 
casting industry. It was the nov- | 
elty of home entertainment. Tele- 
vision is entering that field with 
a tough and experienced com- 
petitor already established.” 


‘Agencies Need Experience’ 


As for advertising, Mr. Lewis 
noted: “The era of flamboyant 
wartime advertising budgets is 
over. The postwar’ advertiser 
wants 100 cents for his adver- 
tising dollar. He is inclined to 
ask rather penetrating questions 

. interested only in a proved 
program format and established 
audience.” And he deplored the 
trend to keep agencies out of tele- 
vision, pointing out that agencies 
need to gain television expe- 
rience, need the know-how gained 
only by putting together their 
own shows. 

John Flory, vice-president of 
Grant, Flory & Williams, New 
York movie production company, 
advocated the use of films in tele- 
vision. Admitting that film is 
“not an inexpensive medium,” 
Mr. Flory said: “Numerous radio 
programs today cost an average 
of from $300 to $600 per minute. 
This is not out of line with 16mm. 
film production costs.” 


Networks Must Contribute 


Advertising agencies have met 
many problems in the television 
field, and the experience of one 
of them, Doherty, Clifford & Shen- 
eld, was reported by Jose di 
Donato, television director. He 
iid: “The networks have to 
make a far greater contribution. 
The technical men are wonderful 
. but much trouble lies with 
tne coordination of production. 
What they need most of all are 
idition facilities, so that valu- 
le rehearsal time is not used at 
toe last minute to find out some 
ry important things. And last, 
t not least, a course in agency 

d client relations.” 
But the minor criticism of tele- 
ion’s production problems was 
gely displaced by a_ roseate 
ew as technical men began to 
ite data on new transmitters, 
tallations and receivers to be 
iilable in 1947 and 1948. J. R. 
ppele, president of Television 
aadcasters Association, told the 
up that between 300-400,000 
eivers will be manufactured 
year; that new transmitters 
on the way, and that besides 


11 cities which now have 


television stations 
granted construction 


FCC has 
permits for 


49 more stations in 23 states. 


By the 1948 election, television 
service will be available to well 
over 40% of the population, he 
believes, and quoted David Sar- 
noff, president of RCA, as pre- 


|dicting 500,000 homes wired for 
| television by late 1948. 


Pascoe Joins Pullman 


Raymond A. Pascoe Jr., for- 
merly assistant to the president 
and assistant general sales man- 
ager of International Furniture 
Company, has joined Pullman 
Couch Company, Chicago, manu- 
facturer of upholstered living 


'room furniture, in a sales, mar- 


keting and customer relationship 
capacity. 


Industrial Ad 
Agencies Should 
Get Fees: Hurley 


Cuicaco—Neil C. Hurley Jr., 
37-year-old president of the In- 
dependent Pneumatic Tool Com- 
pany, believes that industrial ad- 
vertising should be improved by 
the use of better creative talent 
and by paying industrial adver- 
tising agencies on a fee basis. 

He told the Chicago Industrial 


Advertising Association last Mon- | 
| day, that he does not believe that) 


| with business paper rates as low 
‘as they are, commissions alone 
will justify the type of agency 
|service which the promotion of 


industrial products demands. 

He repeated the admonition 
which he has given industrial ad- 
| vertising managers several times 
| of late, to get out in the field and 
| study their prospects at first hand. 
|He insisted that dependence on 
| research makes them lazy, and 
that good sales promotion can’t 
|be created by a man who has 
|never seen a sale consummated. 


Appoints Nowell 
| Wilbur L. Menne, Pacific Coast 


manager of Popular Science 
| Monthly, New York, has appointed 
Gerald F. Nowell, formerly with 
O’Connor Moffatt & Co., San 
Francisco, as his San Francisco 
representative. Mr. Menne’s head- 
quarters are in Los Angeles. 


and 


to manufacturers 
agency men 


~NEW 
marketing map 


f 
chain grocery field 


CHAIN STORE AGE 


Grocery Editions e Address Dept., A4 


185 Madison Avenue, ABC) 


New York 16, N.Y 


—VTTAMTEN'S 


OMELET IE GEIS Bi 


Secale 23 


Compelling Simplicity 


Simple, dynamic display design gives full play to the pow- 


this full-color pictorial. Photographic groupings of 
product packages — also in full color — identify 
LEDERLE Vitamins which can be purchased in 


that store... there and then. Another ex- 


ample of resultful creative thinking 


and performance available to YOU 
at FORBES. 


FORB 


LITHOGRAPH CO. 


erful story of radiant health depicted by the artist in 
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Adclub Limits Members 


The board of the San Francisco | 
Advertising Club has passed a 
ruling limiting the club’s mem- 
bership to 1,000. Since the or- 
ganization’s paid membership now 
stands at that figure, the board 
has announced that prospective 


The management man's 
preferred source of daily /S 
business news in the nation’s 
greatest industrial area 

— the Central West. 


j 


members will be placed on a | 
waiting list until openings occur. | 
Effective April 30, the club is| 
/moving its headquarters to 785| 


|} market for the first time, 


| man 
| lamps). 


| oil heaters and oil water heaters 


will be introduced to the foreign 
and 
household appliances, including 
lamps and irons, also will be fea- 
tured. A separate campaign in 
England will promote the Cole- 
“brazing torches” (blow 
R. C. Smith & Son Ltd., 
Toronto, is the agency. 


MacNaughton’s Bows 


Schenley Import Corporation, 


| 
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Mammoth Cave, which has been 
open to the public for well over 
| 100 years and is probably the best 


advertised natural wonder of its | 


kind in the world, is a lodestone 


Even Mammoth Cave Has a Lot of 
Competition 


By G. D. Crain Jr. 


other anonymity among _ subter- 
ranean attractions. 

The most difficult hurdle to 
surmount, however, is presented 


|by a man wearing a_ uniform 


os se 
oS, Ade 


Advertis 


i 
J i; Market St. 
|New York, will use newspaper 


. — | seeeiceanamiegre 
Chicago Sournal Ups Foreign Advertising | copy in open and monopoly states 


for tourists, of whom Kentucky | 


closely approximating that of 
is getting a large number these 


military employes of Uncle Sam, 


a | Increasing its foreign advertis-| to introduce MacNaughton’s Ca- 
— of Commerce © 


and Asiatic countries. 


ug appropriation, Coleman Lamp|nadian whisky 
& Stove Company, Toronto, has States. 
started a new series in 23 European | 
Coleman | 


Campaign plans are be- 
ing readied by William H. Wein- 
traub & Co., New York. 


to the United | 


Western Boat Building Company — whose com- 
mercial craft have sailed the seas for 30 years— 
now builds pleasure boats as well. Here, coming 
off the production line at one of the firm's two 
Tacoma plants, are new 26-foot ‘‘Fairliner’’ 
sport cruisers, destined for delivery to all boating 
areas of the United States, to Canada, Mexico, 
South America and The Islands. 


days. 
state has so many places of inter- 
est, historical and otherwise, that 
tourist traffic could easily be in- 
{creased with a moderate amount 
|of advertising. 

When a visitor goes to see the 
great cavern, which is now in- 
cluded in a national park oper- 
ated by the federal government 
|since 1941, he must first run the 
gauntlet of a host of competitors 
for the attention and patronage 
|of the unwary. The area in south- 


is located is underlaid with nu- 
merous caverns, including the one 
made famous by the death of 
Floyd Collins, and all are trading 


Incidentally, the Bluegrass | 


who comes out of a cabin topped 
by a United States flag and waves 
down approaching automobiles. 
Then he gives the motorist a 
fatherly bit of advice on how to 


|keep from being steered away 


from Mammoth Cave by those 


|who are fraudulently promoting 


establishments. 
however, _ that 


other 
gests, 


He sug- 
there is 


| within the national park bound- 


ary a cave you will certainly want 
to see, and he gives you a folder 


| describing it. 
'ern Kentucky in which the cave | 


Later you will discover that 
while this cavern is within the 
boundary, it is not a part of the 


national park and is not operated 
|by the government, and that his 
|on the traffic produced by world | 


clever bit of chicanery is intended 


+ OREEERS 


renowned Mammoth Cave. only to persuade you to digress TEST—Ju 

For example, a roadside sign | from the straight and narrow path York, is 
which is seen shortly after leav- | that leads to the old original and = 
ing Cave City, 10 miles from authentic cavern you have come apn 
Mammoth Cave Hotel, blazons |so far to see. ing with 
the message, “Official Cave In- This sort of thing should be in- Yorke 


formation.” Of course the infor- teresting to advertisers, because 

mation provided is about another it shows that in every field there ’ 

cave which is said to be even are competitors chiseling away Pop 
more interesting than the better at the business of the established . 
advertised product. Then along leader. If the latter doesn’t look Birth 


the road a little way is another 


sharp and see that his customers 


to H. 


sign, “First Cave Trip.” Here, if| have all the necessary informa- 
you are not an experienced tour- tion about his product, they will New’ 
ist, you can be diverted to an-_| get some of the business, too. sd : 
will mal 
ance sil 
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WASHINGTON’S f= = eas and is among the top 30 in the Monthly 
_ PP ——  . nation with over 300,000 policy man of 
a : lle holders and more than $683,000,- wc 
a fe 000 insurance in force—typically . ese 
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a ‘ng, ; wealth of the Greensboro Mar- America 
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President ie Be 
Scientifi 
The Sat 
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in this rich, responsive, fast- Plans 
growing market .. . economically _oluti 
reached through the NEWS-REC- | | “9 
ORD with more than 85,000 daily e the t 
circulation and more than 64°, 


, fir: 
coverage of all families in the edule 
ABC Retail Trading Zone. 
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TEST—Julius Wile Sons & Co., New 
York, is testing this new advertising 
slant for its Dry Sack sherry—the im- 
plication that it is ‘'stylish and refined” 
to prefer sherry. The schedule, start- 
ing with the April 12 issue of The New 
Yorker, may be expanded later. 


‘Popular Science’ 
Birthday Dinner 
to Hear Lilienthal 


New YorK—David E. Lilienthal 
will make his first public appear- 
ance since debate began in the 
Senate on his confirmation as 
chairman of the United States 
Atomic Energy Commission as 
principal speaker at a dinner cele- 
brating the 75th birthday of Pop- 
ilar Science Monthly, at the Wal- 
iorf-Astoria Hotel on May 1. 

With him on the speaking pro- 
gram will appear Robert P. Rus- 
sell, president of the Standard Oil 
Development Company, and Ed- 
ward Weeks, editor of Atlantic 
Monthly. Henry J. Fisher, chair- 
man of the board of the Popular 
Science Publishing Company, will 
preside. 

Guests will be the editors and 
publishers of the eight other 
American magazines which have 
een established for 75 years or 
longer: Atlantic Monthly, Har- 
r’s, Harper’s Bazaar, McCall's, 
Scientific American, The Nation, 
The Saturday Evening Post and 
Town & Country. 


‘ . ’ 
Script’ Sets New Rates 
Script, recently purchased by 
Robert L. Smith, associate pub- 
isher of the Los Angeles Daily 
Vews, will guarantee a circula- 
tion of 25,000 copies per month, 
effective with the July issue, and 
has set new rates, to remain in 
effect until December, 1947, of 
$300 for a page, $200 for a two- 
thirds page, and $100 for a col- 
in. As an introductory offer, 
i/vertisers may schedule the July 
vacation number and August is- 
‘ss for the price of one inser- 
n. The first issue under new 
nership is the April issue. 


Plans Industrial Show 
solution of postwar problems 
! industrial planning and execu- 
by a typical small city will 
€ the theme of the Santa Monica, 
, first annual Industrial Show, 
eduled for the Santa Monica 
hnical school, April 28-30. Ex- 
itors will be drawn largely 
m the beach city’s 125 indus- 
il plants. 


Bremner Joins Poyntz 
1. Bremner, formerly with 
© World Illustrated, Toronto, 
Maclean-Hunter Publishing 
ipany, Toronto, has joined Al- 
{ R. Poyntz Advertising, To- 
to, as an account executive. 


HoOLLYwoop — Don 
casting System, 


|dianapolis Speedway 


especially 


Hitler's Racer 
May Be Don Lee 
Speedway Entry 


Lee Broad- 
operator of the 
western link of the Mutual Broad- 
casting System, may confound the 
competing drivers in the 1947 In- 
Race May 
30 with the possible entry of an 
Mercedes - Benz, 


which was originally made for 
Adolph Hitler. 

The possible entry was kept in 
great secrecy by der Fuehrer, who 
is said to. have considered it a 
means of escape when things be- 
came untenable for the Third 
Reich. It is reported capable of 
speeds up to 248 miles per hour 
and is now being tested at Muroc, 
Cal. 

If the car is entered, Don Lee 
will have the privilege of broad- 
casting the performance of _ its 


own champion, when it airs the 
western portion of the broadcast 
at 11:15 a.m., 1 p.m. and approxi- 
mately 2 p.m., CST. 


Plugs Phantom Hosiery 

National Hosiery Mills Ltd., 
Hamilton, Ont., will feature 
Phantom hosiery in a series of ad- 
vertisements in a wide list of 
Canadian daily newspapers and 
also in rotogravure sections of 
weekend papers. The account is 
handled by J. J. Gibbons Ltd., 
Toronto. 
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Ups Newsstand Price 


The Sunday Herald, Bridgeport, 
Conn., has boosted its newsstand 
price from 10 to 15 cents per copy. 


/SIMPSON-REILLY, rie 


Pi 


_ Publishers Representatives 
. SINCE 8 1928 


e SAN FRANCISCO 


; LOS ANGELES ~ 
. RUSS BLDG. 


GARFIELD BLDG. | 


RINGLING BROS 
“BARNUM- BAILEY 


Lih< 


me 


ery 


We're talking about circylation, ° 


from coast to coast, 


f. 


etittiie esi 


courge, In ten days 1,009,000 
a . 


teen-age girls grabbed SI gay 
"wp the February issue. ‘ 
~~ ¢ 
: SEVENTEEN — a sellout . 


month after month — 
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ASI Show Set for Dec. 


The Automotive Service Indus- 
tries will hold its 1947 show at 
Navy Pier, Chicago, Dec. 8-13. 


stings 
Get more Listiné 
, 


_, Variety Chains 


g your sales 
story in ghe 4 


by tellin 


| 
| 


VARIETY STORE EDITIONS 


of 
CH 
Net P AIN S ORE AGE 


aid Circulati — 
‘ ion 15,597 
84.700 


© renewals, 


Original Art 
Work Features 
Blanket Series 


(Picture on Page 75) 
CLEVELAND—Original oil paint- 
ings by fast rising artists whose 


| work never before has appeared 


commercially on a national scale 
are being used in a new series of 
magazine advertisements by St. 
Mary’s Woolen Mfg. Company to 
promote St. Mary’s blankets. 
The consumer campaign, start- 
ing this month and continuing 
through the remainder of 1947, 


| will appear in eight major wom- 
|en’s home service and class maga- 


zines. In addition, department 
store and institutional publica- 
tions will tell the company’s qual- 
ity product story. The entire 


National magazine advertising 
includes full-color page and half- 
page space, with both illustration 
‘and copy emphasizing the ex- 
ceptional quality and attractive 
colors of St. Mary’s blankets. 

Gibbons O’Neill Company, 
agency directing the campaign, 
recently designed and produced a 
unique display incorporating color 
swatches in a counter card. The 
card shows the full color range 
|and eliminates handling and soil- 
|ing of the actual blankets. 
| en a 


Gets Mink Coat Account 


Alexander Abrams & Co., man- 
ufacturer of mink coats, has ap- 
pointed Funt-Golding, New York, 
to handle advertising. 


Hart to Wilson, Haight 


Hart Mfg. Company, 
manufacturer of switches, thermo- 
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AGENCY RESEARCHERS MEET—Four top research men of Foote, Cone & 

Belding met in Chicago in the first of a series of semi-annual conferences to 

formulate new policies and projects. Left to right are Gordon Buck, research 

director, Chicago; Harold Webber, vice-president and national director of 

media and research; Sherwood Dodge and Charles Melvin, research directors 
in New York and Los Angeles, respectively. 


has named Wilson, Haight & 
Hartford | Welch, Hartford and New York 
agency, to direct its advertising. 


| budget runs $125,000. 


stats and electrical 


equipment, 


Business papers will be used. 


2 1 ys “2 


A discriminating customer, a sales 
woman with some sense of design, and a 
dressmaker... are the fundamentals of a 
fashion industry. San Francisco has never 
lacked any of them. The preponderance 
of the specialty shop in the city’s rich 
apparel trade has always been responsible 
for a volume of custom orders, and small 
production of individual models. And as 
the leading specialty shops of late years 

have been increasingly productive 
% of the exclusive items, San 
K Francisco designers have been 
commuting by plane to 


/ 

‘sa, - Seventh Avenue in New 
—7™“.. - rm ° e e 

py. _ York in increasing numbers 

~= 


well has been steadily rising. 


.and local production as 


Out in the Potrero District, only eight 
minutes from the downtown retail district, 
San Francisco’s Apparel City is taking 
shape. Ground was broken in February, 
1946 on the thirty-two acre site for a 
$5,000,000 project to centralize apparel 
activities in smart, modern buildings, with 
park areas and recreation facilities, and an 
auditorium seating a thousand for fashion 


shows, and forums for the industry. _— 
a 


— 


Apparel City will house manufacturers, 
suppliers and wholesalers of all types of 
fashion apparel ... beauty shops, a 


bank, postoffice, coffee shop, drug + 


store, swimming pool, and a 
nursery. And will centralize and 
integrate the fabrics and accessory 
crafts, sales, production, finance, 
buying and selling...accent San Francisco 
on the world fashion map. 

The rapid rise of the apparel industry 
in Northern as well as Southern California 
...is one more index of the increasing 
industrial independence and economic 
self-sufficiency of the West Coast. And 
advertisers alert to changing fashions in 
living, spending and markets, will give 
new consideration to San Francisco— 
and The Chronicle. 


Wits a long and luminous record in 
the city’s past, The Chronicle is a potent 
factor in San Francisco’s present and 
future. Native owned, close-meshed with 


local living, The Chronicle today gives 


probably the most comprehensive content 


Ee ae 
ay eesl Wherewitn are they clothed...” 


of general news of any newspaper outside 
of New York, is “‘must” reading out here 


for people who must be well -informed. 


Yet it has not ignored the popular 


/ interest and appeal essential to a 
( mass medium. 


High in circulation in the hilltop 
districts where purchasing power 
peaks, The Chronicle holds its own in 
middle class neighborhoods, is potent in 
selling bread and butter merchandise as 
well as books and bonds. . . productive 
in any price range. Mainstay of major 
department stores, first medium for most 
of the city’s best retailers and the specialty 
shops—The Chronicle can deliver to the 
national advertiser the best of the buying 
power and trade influence in the profitable 
Northern California market. 

The newsprint shortage still restricts 
Chronicle circulation and linage, makes 
current figures mean less than they should 
... But any Chronicle representative can 
show the paper’s place in the market, 
and its fitness for first place on the 


national advertiser’s list. 


San Francisco Chronicle 


Sawyer, Fercuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 


Jack Frye Named 
to Head General 
Aniline & Film 


NEw YorK—The new chairman 
of the board of General Aniline & 
Film Corporation —and its sales 
subsidiary, General Dyestuff Cor- 
poration — is Jack Frye, former 
TWA president, whose election 
was announced last week by Tom 
C. Clark, U. S. Attorney General. 

The unusual circumstance of an 
announcement by a cabinet mem- 
ber is explained by General Ani- 
line’s ownership—97% by the Of- 
fice of Alien Property, which re- 
ports to the Department of Jus- 
tice. General Aniline and its sub- 
sidiary, controlled by enemy 
aliens, were taken over by the 
government at the start of the 
war. 

Mr. Frye became operating 
vice-president of Transcontinental 
& Western Air in 1930, when the 
company’s combined rail - and - 
plane service took 48 hours to 


move passengers from coast to 
coast. Subsequently, working 
with Donald Douglas, he  pio- 


neered in the DC series of planes, 
and, in 1934, cut flight time to 16 
hours from coast to coast. He 
became president of TWA in the 
same year. 
16 Years With TWA 

In his 16 years with the airline, 
Mr. Frye saw TWA grow to a 
company. employing 17,000 people, 
with a $70,000,000 gross, and 
routes established from the West 


Coast to Shanghai. Following a 
dispute with Howard Hughes, 
TWA’s financial principal, ove! 


methods of financing the line afte 
it was crippled by the grounding 
of Constellations and a _ pilots 
strike, Mr. Frye resigned fron 
TWA last year. 

General Aniline employs about 
9,500 people in six plants, pro- 
duces textiles and dyestuffs, cam- 
eras and film (Ansco), and Ozalid 
facsimile reproduction equipmen' 


Donald C. Cook, director of the 
Office of Alien Property, noted 
that “The Office ... carries wit 


it many grave responsibilitie 
None is more serious than... the 
selection of competent leadersh p 
for the properties controlled |} 
the U. S. government. I believe 
that a finer choice could not ha’ 
been made than the selection 
Mr. Jack Frye. . .” 


Form Dallas Agency 


Goodrich-Jordan Company, ‘ 
vertising agency, has been forn 
at 2620 Cedar Springs Ave., D 
las, by Dan B. Goodrich, forme 
production and media manage! 
McCarty Company, and Richi 
P. Jordan, formerly advertis! \£ 
manager of the Dallas regio 
office of the War Assets Adm 
istration. 


Helfer to Join Haehnle 


Al Helfer, radio announ¢ 
narrator and commentator, ¥ 
join Haehnle Advertising, Cinc 
nati, as an account executive 


May 1. 
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Study Shows More 
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The campaign will stress iced, critorio, New York, National Re- 
tea, and will be keynoted by a| viewer and Connecticut Items of 
‘copy theme emphasizing that| Interest, Waterbury, Conn., and 
Maxwell House teas are blended Highlights and Wood, both in Chi- 


Green Joins Knollin §|Maxwell House 
William J. Green, who prior to 


his service in the Navy was in Starts Dixie Ads 


Grocers Handling 


WRNL, Richmond, Va., has joined 
the creative staff of Knollin Ad- 


charge of production of Station 
to Promote Teas 


New Yorx—General Foods Cor- 


cago. 


for the South and are calculated 
to meet water conditions prevail- 
ing in southern cities. 


vertising Agency, San Francisco. 


poration last week launched a| Benton & Bowles is the agency. 


Schering Names Fielding five-month newspaper drive for 


Schering Corporation, Montreal, its Maxwell House teas. The cam- Four Join CCA 


oer manufacturer of ts,|Paign will utilize 2-column and/ Four magazines have joined 
half the nation’s grocery stores has named W. ©. Fiethtne cme” 3-column 9-inch insertions, and | Controlled Sriccuintion anak 


now carry drug items, a survey of| ant manager in charge of adver-|Will appear in daily and weekly | pringing total membership to 446. | 
4,500 stores by Progressive Grocer | tising and sales. newspapers from Virginia south.! New members are Efectos de Es- | 


Non-Food Items 


New YorkK—Slightly more than 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


indicates. 
3 The study shows that 51% of 
; to the stores surveyed handle drug 
arch sundries, compared with 49% in 
of 1945 and 37% in 1940. It shows 
tors that 21% handle kitchen hard- 
ware, compared with 16% the| 
—_* year before, and 11% now handle | 
d magazines, as compared with 7% 
| in 1945. 
r] Addition of more non-food 
items, the trade publication as- 
serts, brought increases in volume 
and profits to the grocers. The 
rman trend to add more such lines will e 
ine & continue, it predicts. Other non- 
sales food items and the percentage of gr owing 
Cor- stores handling them are reported 
rmer as follows: . 
ction Canning supplies, 91%; facial t ‘el 
Tom tissues, 95%; films, 14%; garden grea er au. LENCES 
1eral. seeds, 74%; household deodorants, 
of an 76%; household insecticides, 92%; 
nem- light bulbs, 90%; paper napkins, | 
Ani- 99%; paper towels, 98%; small | 
e Of- electrical appliances, 14%. : 
—_ Self-Service Sales Lead 
- sub- Answers from the 4,500 grocers ’ 
emy § shows that self-service stores had es 
y the greater sales gains in 1946 than . 
f the semi-self-service or counter-serv- 
ice stores. .Self-service stores 
rating showed a 22% sales gain; semi- 
1ental self-service stores, 17%, and 
n the counter-service stores, 13.9%. 
and - With less than a third of the 
rs to total number of stores, self-serv- 
ist to ice grocers handled 43% of the 
king volume of all those surveyed. The 


pio- figure was 36% in 1945, 30% in 
lanes, 1944 and 27% in 1943. Semi-self- 
to 16 service stores handled 40% in 
He 1946, compared with 42% a year 
n the before. Counter-service stores 
handled 17%, the lowest figure on 
record. 
Other findings, which are con- 
tained in the publication’s annual 
to a study, “Facts in Food and Grocery 
eople, Distribution,” include: 


. and Small town stores had larger 
West 


irline, 


sales gains last year than stores 
ing a in larger markets; small stores 
ughes, did a smaller percentage of busi- 


ove! ness than in the previous year, 
> afte! osing to larger markets; inde- | 
nding pendent combination stores—) 
pilot those handling fresh meats and 
fro) produce as well as groceries—had 
ales gains double those of stores 


abou! handling only groceries. 

. pro- eiiabenitindlites 

Fret Zobian Joins D-F-S 

omen' to Handle Whitehall 

of the Ernest P. Zobian, vice-president 

noted n charge of drug advertising for 

Ss wit Pedlar & Ryan, New York, has 

yilitic oined the New 
the oo ome of . m ‘ 

Se ancer - Fitzger- 23% W kd Af 

fers? J aid Sample in 4 important Hooper gains! Weekday Mornings up 237 * Weekday Aiternoons 
‘harge 

belie ¢ Whitehall ‘Pa- 

yt have nacal Company 


f livision of 
American Home 
Products Corpo- 
ration. Whitehall 
, roducts include 
Kolynos tooth 
aste and tooth 

owder, Hill’s 


tion 


up 20% © Evenings (Sun. thru Sat.) up 26% » Total Rated Time Periods up 19% 


The October, 1946 through February, 1947 Hooper, “Continu- X O K 
IEE aE 


ing Measurement of Radio Listening” (Fall-Winter) reports 


ny, < 
forn 
»., D 


e. P. Zoblen these great audience gains as compared with the corresponding 


itive 
inec., and Haeger Lamp Company, 
Dundee, Il. 


s old tablets, Heet liniment : cd 
oo a *reezone and Mystic hand cream. report of the preceding year. Truly, this is a success story of - 
+) ar r. Zobian was formerly man- 7 . ‘ ie Silas 
vn ger of the New York office of KXOK’s policy of “consistently better programming.” Features AN D KXxO é F M 
ae al ‘ne H. W. Kastor & Sons Adver- 77 
— tising Company, and before that like Rush Hughes, Weathercasts, News Coverage by all four St. Louis 1, Mo. 
as wl onite roauc orpo- . . 4 ; ins 
tion as advertising and sales major news services, Safety Driver Awards, Junior ‘Town Meet Pe a 
romotion manager and in charge : ows... all these are the rea- Owned and Operated by the St. Louis Star-Times 
le { clinical development. mp se plus ABC's top network sh ai For complete details, call your John Blair 
lounc , sons for KXOK’s consistent audience gains. representative. 
vr, v Haeger Names Secrist 
Cinc Lee Secrist has been ame SO 
rt director of Haeger Potteries, | 
| 


; F 
= ji 
. 
_ eee ‘aa 
+ 5 ni 
, | a 
| ~~ ee po af 
$j | [ missouris & MARKET 
ed - 
el ” 
e Aq ge se 
\ <r. ae” sae he Rar ei 
a J ; Wy , ihe: ) fn ? & ae : - Ss 
| ail , # fp Hip e) a; ) " — —_ pains " i ae 
Pee 2 hes: ie ba 3 ed Ti 
| i. ee i } i ; 7 3 a bens 
% f 4 Be Pcie go me 
‘i , wis ; ” “4 é , 4 . 4 Ee : i esi 
| gil " - q , ee... 4 * * it ya 
: a 7 § 3 
'. ee "] aa /s = i. 
ne / ee : 
‘ 4 . io / | 3 ; - 
cy i ; . 3 : . F 


pe Od 


This department is a reader’s forum. Letters are welcome. 


Asks Readers to Judge 
To the Editor: Fred L. 
Squires, director of A 4 


American Business Men’s Re- 
search Foundation of Chicago, 
wrote a letter which appeared in 
the “Voice of the Advertiser” de- 
partment of your March 24 issue. 
In it he commented on a pro- 
posed LBI advertising campaign, 
the theme of which is “Let’s Stick 
to the Facts.” The purpose of 
the campaign is to answer mis- 
information which has been dis- 
seminated by professional pro- 
hibitionists in the past few years. 

Among other things, Mr. 
Squires writes that “the Ameri- 
can Business Men’s’ Research 
Foundation is a fact-finding, not 
a propaganda organization, in the 
field of the Alcohol Problem. The 
foundation is not connected, in 


any way, and is neither sponsored 
nor supervised by the two or- 
ganizations mentioned—the 
WCTU and the Methodist Board 
of Temperance and Public Morals 
—nor any other group.” 

Further on in his letter, he 
makes a similar assertion that the 
foundation “is interested in but 
one thing, namely, the Truth 
about the alcohol problem, con- 
sidered scientifically, socially, and 
industrially.” 

Boiled down, the quotes above 
make these two points: 

(a) That the ABMRF has no 
connection with prohibitionist or- 
ganizations—it disseminates fac- 
tual, scientific information about 
the “alcohol problem.” 

(b) That it is not a “propa- 
ganda” organization. 

Undoubtedly the ABMRF is not 


connected with the WCTU or any 
other prohibition group, if Mr. 
Squires ‘says so; but wasn’t the 
ABMRF formerly known as the 
American Business Men’s Pro- 
hibition Foundation? Is not Alonzo 
E. Wilson, one of the founders 
of the Methodist Board of Tem- 
perance and treasurer for sixteen 
years, its executive director? 

Is there much “fact” or “sci- 
ence” about the material the 
ABMRF issues? Isn’t it just plain 
propaganda? Let your readers 
judge for themselves. Here are 
some choice examples of mats the 
organization has issued (samples 
enclosed) under the caption, “It’s 
Hard to Believe’: 

(1) An intoxicated man sits on 
the curb of a street with mos- 
quitos flying about him. These 
mosquitos are labeled, “saloon,” 


:) DISTRICTS. 7 
N = 
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- drculation—you tell me ae 
I lack penetration? 


1 ¥éS—T0 1/3 OF THE 10 MILLION FAMILIES 
WHO LIVE OUTSIDE METROPOLITAN 


‘ 


ie FILTERS EVERYWHERE. 


BUT 1 USE 13 OF THE BIGGEST 
PUBLICATIONS —MILLIONS OF CIRCULATION 
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RIGHT — OVER 100% COVERAGE. EXCEPT 
TO MORE THAN 3 MILLION FAMILIES 


IN TRUE SMALL TOWNS. 


en 


BUT ONLY 58% IN 


YOU GET 117 TO 167% IN PLACES 
OVER 1 MILLION POPULATION— 


TRUE SMALL TOWNS UNDER\ 2 > 
1 MILLION POPULATION,_—* 
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GRIT GIVES YOU AN 
ADDITIONAL 12% 
COVERAGE IN THOSE 
TRUE SMALL TOWNS. 


national publication. 


There is a market of more than three million families in True Small Towns 
beyond the influence of Metropolitan Market Districts and this market 
is not adequately covered by the multi-million-circulation urban publications. 


Grit has the greatest concentration of True Small Town circulation of any 


it takes Grit to supplement your coverage in 
True Small Towns. Ask the Grit representative to show 
you "'S. T.—Small Town or Suburban Town.” 


‘SMALL TOWN AMERICA’ 


EATEST FAMILY WEEKLY 


with more thon 600,000 circulation — 


IN OTHER WORDS, I'M SHORT ON COVERAGE 
TO MORE THAN 3 MILLION FAMILIES AND 
GRIT CAN INCREASE THAT 


COVERAGE BY 20%. 
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“radio beer ads,” etc. The over- 
all caption reads, “It’s Hard To 
Believe that since alcoholism is 
a disease we tolerate the pests 
that spread it!” 

(2) A fat, ugly liquor baron 
with devil’s horns stands at a 
microphone marked “Booze” 
which is tuned to two radios; one 
says, “Message to the public: 
Give our boys beer so they will 
be sober, civic minded citizens” 
while the other says, “Message to 
the liquor traffic: The more who 
drink beer, the more public oppo- 
sition you will have towards dry 
movements.” The over-all cap- 
tion says, “A new kind of two- 
way speaker.” 


(3) “Liquor Industry” in a 
high hat, with a _ cigar, large 
stomach and a watch chain 


swinging across a light checkered 
vest boasts: “One year’s taxes 
paid by the liquor industry could 
buy 20 battleships” while a little, 
poverty stricken old man stands 
before a garbage can and retorts 
that “the money people spend on 
liquor could buy 80 battleships 
and everybody but you would be 
better off.” 

The illustrations are evidently 
anything but “scientific” or “fac- 
tual.” In one mat the “legalized 
liquor traffic” is represented by a 
fierce, ugly crocodile. In another, 
five million people are represented 
as starving “in the postwar 
period” while the liquor industry 
uses up grain for whisky—rank 
nonsense. 

Another mat reads, “It’s Hard to 
Believe that reputable newspaper 
publishers permit advertisers to 
influence their editorial and news 
policies,” and shows a man read- 
ing a newspaper which contains a 
full-page liquor advertisement. 
The assumption is that the liquor 
industry calls the tune and the 
nation’s editors dance to it. 

Perhaps the ABMRF is dedi- 
cated, as Mr. Squires says, to the 
dissemination of “scientific” in- 
formation about the “alcohol 
problem” but from where we sit, 
it seems rather that it is dedi- 
cated to prohibition. 

For example, the regularly is- 
sued pamphlet, “The Foundation 
Says” usually carries an appeal 
for “Bequests’”—urging the faith- 
ful to remember the ABMRF in 
their wills. This interesting state- 
ment appeared in a recent issue 
of that pamphlet: “We hope that 
all of our friends, members and 


contributors will remember that 
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it must be the middle-aged and 
elderly people interested in curb- 
ing the liquor traffic whose 
planned remembrance of the 
work will make it possible to 
carry on for years to come,” after 
which follows a suggested form 
for a bequest to be inserted in 
the will. 

I leave it to your readers what 
the purpose of the ABMRF is— 
whether the material is propa- 
ganda or not—whether their 
“facts” are of a “scientific” na- 
ture—whether Mr. Squires is 
working for the WCTU’s objec- 
tives. 

J. J. GLASSER, 

Director, Department of Fub- 

lic Information, Licensed 

Beverage Industries, Inc., 

New York. 

>] for 


Alcoa Plots Course, 


Creative Man Told 

To the Editor: The Pan Ameri- 
can Airways ad on Bermuda, re- 
viewed by the Creative Man in 
the March 3 issue, was swell. 

But, may I bring to your at- 
tention another advertisement that 
I think is an exception to the 
Creative Man’s general feeling 
about travel ads. Especially that 
“they have neither plan nor plot.” 

The Alcoa Steamship Company 
advertisement attached is the first 


Life 


on an Aleoa 


has new zest 


Caribbean 
(‘ruise 


in a series, and appears in Time 
and Holiday. As you'll notice, it 
sells Caribbean cruises rather than 
any particular port of call. The 
free travel folder sells the itin- 
erary. 

All subsequent ads feature the 


same characters in various situa- 


in 37 DOMINANT 


A person’s interest in his 


DAILY CIRCULATION 


IOWA MARKETS 


rooted thing. Appealing to 
this deep-rooted interest, by 
paying special attention to 
local news, the 38 newspa- 
pers of the Iowa Daily Press 
Association have built a tre- 
mendous daily circulation of 
510.090. It’s a big circula- 
tion . . . built by the 
reap the advantages 0 
these newspapers. 
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| 
| 


| *More than twice 


“local touch.” 


oruce® ei 
= cwamus’ 


emcee CINTER Ee 


‘ rome so= 
_ 4 
And your advertisement 

r in 
{ this “local touch” when they appea 


as much circulation 


as any single daily newspaper in lowa 


IOWA DAILY PRESS ASSOCIATION 


405 Shops Building | 


° Des Moines 9, lowa 


om: 


Lag 


Advertisi 


tions abo 
excursion 
agents, “ 
girl in re 


Accoun 
Smith 
York. 


Why E 
Faster 


To the 
with col 
news ite 
Page 40 
to the et! 
Cloth d 
United I 
W. H. Le 
to direct 

It has 
haps the 
item was 
in error 
of prem: 
reason: 

Since 
Kuester 
has beer 
account. 
account 
indicated 
change. 

We br 
attention. 
an exces 
your edi 
ondly, fo: 
had to | 
quite a | 
locality | 
thought 
client ar 
port. 


[Edito: 
printed 
announce 
Company 
above 1 
Frock, v: 

W. Hz. 
HAS ANN 
TO HAND 
COUNT, W 
ASSOCIAT 
STILL Y¢ 
WOULD ; 
YOU WOI 
COLLECT. 

The ar 

RETEL 
WITH AN 
ADVERTIS! 

The qi 
the Hank 
ing acco 


Many 
To the 
from my 
pleasant 
my desk 
ley ad p 
issue [C 
ADVERTIS 
apprecia 
to this 
generous 
our adve 
May |] 
on your 
tion, wh 
years th 


Adver 
ley Oo 
York. 


Gives 
To th 
Soys she 
Ing it u 
The C 
April 7 
' the 
rogram 
he nigh 
fer gue 
imply tl 
Tiumph 
It’s nc 
lewswo: 
hewspar 
the rad 
of Mar 


= 
: 62 a Ba 
LOST EE RR a I aE Ea a et nee uh Pees ita | 
on % igs Ps Pe ey er inti E Zee % Be 2 oe : é % say eS ea : ee —- 
no ya oe — ee Se es | 
a 
’ 
| 
| 
~ + e ae a x . F 
———_ 
' Sets 
& re x aoe - 4 oe ~ a : d 
= fF. a ie Ca & 
S25 ee | Be. 24> 
ye 4 key aes he 4, Accour 
' » : ££ 3. BB : 
Tr WwezA | 
TY 
- . ! 
* . Na 
F PBI On, 
ascthn evacened isting -* o on “4 * 
= ST | CO ie 
is ~— | | 
7 : 
es | Po 
a =) | Seen 
8 
2 i | ee ae a a ua 
— F 1 : 
re : { <a : 
+ eal tf asf - 
~age” 
6 | ~~ = —————— ~— sc IE 
Sh ea 
NSS 
Pa" is = ee 
p PC ie A 
ee eer 
ecuceoxee — 
Esl yeh Sn a 
hye 
a | Jd hele’ floated LONg mere 
= | aed Pe es 
_ a 
ee | | 
P| | 
<= =< 3 > F ; 
QS rs ia ee Of | | 
GRIT PUBLISHING CO., WILLIAMSPORT 3, PA 3) : a - 
’ 
~*~ i : x . ¢ < Fe - ia ata. eh ‘  . ‘ i 7 Vast . a = ¢ i Be. es Pal d ill . } J 5 i .: 


Wg 


Et 
oo 


Time 
ice, it 
r than 

The 
. itin- 


re the 
situa- 


fan 
a 


Sots 


Advertising Age, April 21, 1947 


tions aboard ship and on shore 
excursions. As we say to travel 
agents, “Keep your eye on the 
girl in red.” 
HANK HELM, 
Account Executive, Fuller & 


Smith & Ross, Inc., New 
York. 

™ 7? BW 
Why Editors Get Bald 


Faster Than People 


To the Editor: We have read 
with considerable interest the 
news item which appeared on 
Page 40 of your March 24 issue, 
to the effect that Hanover Wire 
Cloth division of Continental 
United Industries has appointed 
Ww. H. Long Company, York, Pa., 
to direct its advertising. 

It has occurred to us that per- 
haps the source from which this 
item was obtained had released it 
in error or through the medium 
of premature thinking for this 
reason: 

Since 1945, this agency, J. G. 
Kuester & Associates, York, Pa., 
has been handling the Hanover 
account. We are still handling the 
account and the client has not 
indicated a desire to make a 
change. 

We bring this matter to your 
attention, first, because we have 
an exceedingly high regard for 
your editorial policies; and sec- 
ondly, for the reason that we have 
had to contradict the statement 
quite a number of times in this 
locality as+ there was never any 
thought of such action by our 
client and no basis for the re- 
port. 

FreD J. STAUFFER, 

Account Executive, J. G. 

Kuester & Associates, York, 

Pa. 

{[Editor’s Note: The item was 
printed as the result of a written 
announcement from W. H. Long 
Company. Upon receipt of the 
above letter, AA wired E. B. 
Frock, vice-president of Hanover: 

W. H. Lona Company, YorK, 
HAS ANNOUNCED ITS APPOINTMENT 
TO HANDLE YOUR ADVERTISING AC- 
COUNT, WHEREAS J. G. KUESTER AND 
ASSOCIATES INSISTS THEY ARE 
STILL YOUR ADVERTISING AGENCY. 
WOULD APPRECIATE IT GREATLY IF 
YOU WOULD WIRE CORRECT FACTS, 
COLLECT. 

The answer: 

RETEL WE HAVE NOT CONTRACTED 
WITH ANY AGENCY TO HANDLE OUR 
ADVERTISING EXCLUSIVELY. 

The question: What agency has 
the Hanover Wire Cloth advertis- 
ing account?] 

a oe 
Many Happy Returns 

To the Editor: When I returned 
from my vacation in Miami, I was 
pleasantly surprised to find on 
my desk the reprint of the Yard- 
ley ad published in the March 24 
issue [Creative Man’s Corner] of 
ADVERTISING AGE. We very much 
appreciate the space you devoted 


to this subject, as well as your) 
concerning | 
| 


generous comments 
our advertising. 


May I in turn compliment you | 


on your very excellent publica- 
ton, which I have used for more 
years than I like to talk about. 
Mark B. Byron III, 
Advertising Manager, Yard- 
ley of London, Inc., New 
York. 


— wee 
Gives Newspapers Credit 
_To the Editor: The newspaper 
Soys should be elated and whoop- 
Ing it up. 

The C. E. Hooper report in your 
April 7 issue showing the rating 
{ the “Sunday Evening Hour” 
Program moving from 2.7 to 18.0 
‘he night Margaret Truman made 
fer guest appearance seemed to 
imply that this was a great radio 
Tiumph., 

It’s not so. Her appearance was 
ltwsworthy and only through 


Mtwspaper announcements could | 


‘e radio listeners have learned 
{ Margaret’s contemplated ap- 


pearance. Even the knowledge of 
the postponement of her appear- 
ance was disseminated through 
the American press. 

So, let’s give credit this time 
where it is due. All of this, mind 
you, from an old magazine repre- 
sentative. 

GiIFForRD W. PLUME, 

Fawcett Women’s Group, New 

York. 


| ee a 


Adman’s Wife Says Amen 


to AA Editorial 

To the Editor: I am just the 
wife of one of your subscribers, 
but I frequently read your paper 
—at least parts of it. Today, my 
particular interest centers on the 
second of your editorials, and I 
want to place my stamp of ap- 
proval upon the conclusions of 


By 


your “very intelligent ad gal’ as 
to how and why women dress as 
they do. 

Knowing my own reaction, as 
well as that of many other women, 
to bold stares and whistles on the 
part of strange men, I have won- 
dered just who originated the idea 
that women react favorably to 
boldness on the part of a certain 
roué type of man. When a man 
whistles, not only he, but other 
people turn and stare, and one can 
“feel” the thoughts running 
through their minds... 

Ad men may not know it, but 
the majority of human beings live 
according to the rule of “what will 
people think.” No woman, good 
or bad, wants people to think she 
is without morals. Decent women 
do not pick up with strange men, 


simply because they (the men) 
feel an urge for female company. 
To believe a woman comes a-run- 
ning the moment a man whistles is 
to place women in the category 
of dogs. 

Men might like to believe that 
all they have to do is whistle, but 
women remember what Benjamin 
Franklin learned about paying too 
much for a whistle, and no woman 
will dress expensively and taste- 
fully only to go into the street to 
be appraised as cheap. 

Decent, dignified gentlemen do 
not stare and whistle at respect- 
able women. Women are credited 
with intuition and can sense ad- 
miration in men as well as in other 
women, It is high time the males 
of the species got out their diction- 
aries and looked up the word 


63 
“gentleman.” Women like to be 
exclusive. They refuse to become 


public property. This may be the 
fundamental reason why a wom- 
an is content to be the wife of one 
husband. While the dictionary is 
open, it might be well to turn to 
the word “exclusive,” in case our 
friends are really interested in 
understanding women and their 
attributes. 
LOUISE QUEANOY SUTER, 
Chicago. 


Blankets Northwest 


Growers 

® No competition — Only N. W>” 
growers’ magazine. 

© 5 editions — ads run in off 5S, 
no extra cost. 

* Serving growers nearly holf 
century. 

Write for full story. 
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Reach the Man on the , Street 


THE 


REUBEN 


If you know where a man lives, you have one good clue to his buying habits. 


If he maintains a home in a Donnelley preferred neighborhood area, he has 


more buying ability; he spends more than the average of his town. 


Donnelley’s Selected Markets were arrived at by the use of all accepted 


market indexes p/us hundreds of on-the-spot personal surveys. 


Many market tests and full-scale campaigns have proved the greater respon- 


siveness of these selected markets—urban and rural. 


By analyzing the total market and identifying your potential market, we can 


help you cultivate your most profitable market. 


In any promotion of consumer goods or services the use of Selective Markets 


will enable you to direct your appeal to your most productive market. 


H. 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


DONNELLEY 


305 EAST 45th STREET 
NEW YORK 17, W. Y. 


CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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RATES: 60e per line, minimum charge $3. Cash 
per line; light body face 


25 letters and 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS,—Personnel 
209 S. State St., Har. 2063, Chicago 


TOP-FLIGHT 
POINT-OF-SALE 
EXECUTIVE 
AVAILABLE 


Long experience as designer com- 
bined with sales contact and pro- 
duction supervision on semi and 
permanent displays for national 
advertisers. Ideal as coordinator 
of all point-of-sale, art director or 
creative contact man. New York 
City area only. 


| HELP WANTED 


with anti Figure bold fate ‘niaiie jenesicwuce 
34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $9 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


HELP WANTED 


ADVERTISING MANAGER 
WANTED 

Leading Heavy Construction Ma- 
chinery Manufacturer located near 
Chicago has good opportunity for 
Advertising Manager. Knowledge of 
construction and material handling 
fields desired. Give complete infor- 
mation in first letter. 

Box 8889, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, “Il. 

SPACE BUYER WANTED 

for Advertising Agency. Familiar 
with newspaper and magazine media 
as well as production. Please give 
full particulars regarding expe- 
rience, former connections and sal- 
ary expected. All information 
treated in confidence. 

Box 8894, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED—Advertising Manager for 
progressive manufacturer. Young 
man with experience in merchandis- 
ing, copy writing, sales promotion, 


CHICAGO’S OLDEST 


ADVERTISING AND PUBLISHING 
PERSONNEL SERVICE 
Adv. Mars TOGG OED... 2c scccce $12,000 
7 Copywrtrs, agcy. exp. to.... 12,000 
Adv. Megr., food or bev....... 10,000 
Art Dir... agwency eXp......... ,000 
Asst, Acct, Exec., new bus... 8,000 
Asst. Acct. Exec., rubber exp. 7,500 
5 Layout Artists, agcies. to.. 7,000 
Food Merchandising, agcy.... 7,000 
3 Hse. Organ Edits. to....... ,000 
Adv. Mer. semi-indus....... 6,500 
Sales Train., field eens 5,200 
Managing Edit., agri. exp.. 5,000 
Asst. Space Buyer, agcy...... 000 


4, 
Negotiations strictly confidential. 
No obligation to register. 


FRED J. MASTERSON 
185 N. Wabash, Chicago, FRA. 0115 
SPACE SALESMAN 


6 year old gentlemen farmers maga- 
zine now accepting advertising of- 
fers some Chicago space salesman 
a life-time opportunity. Small sal- 


oney and time are tne heaviest 5urdens of 
life, and the unhappiest of all mortals are those who have 


more of either than they know how to use.’’ 


—SAMUEL JOHNSON 


Partridge & Anderson produce two types of mats; 
the Standard mat designed for simple screens and 
line subjects; the highly coated premium Precision 
mat for difficult halftones and fine type. x The 
Standard mat does a surprisingly good job, pro- 
ducing in many instances beyond the limits for 
which it was intended. The highly coated Precision 
mat, more costly than the Standard, represents 
the highest guarantee to faithful reproduction. * 
When the electrotype patterns for mat purposes 
are vinylite moulded, then the combination for 
good reproduction is complete. For this new 
moulding process is now recognized as the finest 
yet developed. And P&A has complete vinylite 
equipment, all of special design. 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


I 


etc. Knowledge of Gopartment store | ary, commissio 7. and profit sharing 
promotion preferred. Write fully,| arrangement. Young, energetic man 
Box 6688, ADVERTISING AGE a pa ualifications and salary de- | looking for a future preferred. Write 
330 W. 42d St.. New York 18, N. Y. sired. ve telephone number. ’ im full detail to: 
Box $840, ADVERTISING AGE Box 8898, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 330 W. 42nd St., New York 18, N. Y. 
et | 


|} selling necessary. 


HELP WANTED 


Advertising Director who can 
“write” as well as supervise adver- 
tising for special campaigns. Must 
be excellent space salesman with 
pleasing personality and “drive” to 
sell leading figures in industry and 
business. Write complete experience 
in advertising and selling fields. 
Good weekly salary to the right 
man. 
Box 8892, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


PERSONALIZED SERVICE 
Adv. Mer. construction....... $10,000 
Adv. Mer. mfr. luggage...... 7,500 
Sales Prom. Mgr. bidg. mtrl.. 7,500 
Copywriter natl. drugs...... 10,000 
Copywriter natl. foods...... 0,000 
Copywriters agcy. mfrs. to.. 7,500 
Pub. Rel, trade assn.......... 6,000 
Adv. Man trade assn.......... 6,000 
Contact Man adv. agcy....... 12,000 
Art Director adv. agcy....... 10,000 
Layout Artists agencies to... 7,500 
Sales Mgrs. varied lines to.. 10,000 
Sales Prom. pkgd. foods...... 6,000 
Editors papers hse. orgs. to. 6,000 
Prod. Men agcies. mfrs. to.... 4,800 


THE HONES COMPANY 
14 KE. Jackson, Chicago 
ADVERTISING & PUBLISHING 
Recognized personnel service. Op- 
erating nationally since 1914. Con- 
fidential intermediary. Both to Em- 
ployer and Employee. 
SHAY AGENCIES 

30 W. Washington St., Chicago _ 3 


POSITIONS ‘WANTED 


CREATIVE COPYWRITER 
Now available. Thoroughly seasoned. 
Consumer, indus., farm experience. 
Knows layout, art, prod. Age 36. 
Chgo. only. Write NOW for resume. 

Box 8888, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, A 


ASSISTANT FASHION DIRECTOR 
of market promotion office and 
Merchandising Editor of fashion 
trade magazine stifled in present 
position, desires opportunity in Chi- 
cago or New York. Available June 
15th. Experience in fashion show 
production, merchandising, styling, 
publicity, copywriting 

Box 8890, ADVERTISING AGE 

100 E. Ohio St., Chicag® an; 2h, 


Available—Top Chicago Agency Man | 


Copy — Contact — Merchandising— 
Cosmetics—Rubber—Candy 
Box. 8887, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
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MISCELLANEOUS 


BUSINESS OPPORTUNITY 
open for personable oung ady 
agency executive, who is sales and 
management experienced, to acquire 
half interest in well established 
Ohio agency. Eight active accts. 
Owner desires to relinquish some 
contacts. 

Box 8896, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PUBLICATION WANTED 
urchase business or class 
jee ne. Give complete particu- 
la 


‘Box 8870, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


will 


12 YEARS IN INDUSTRIAL 
ADVERTISING 
with trade assoc., agency, manufac- 
turer, plus consumer experience. Ten 
years as department manager. Wish 
to return to industrial field as de- 
partment manager or assistant or 
in agency contact-copy job. 
Box 8897, ADVERTISING AGE 
100 E. Ohio St., Chicago tS Oy i 


PRODUCTION 


Young man working in Chicago in| 
a large organization anxious to find | 


position with a small town agency 
or business. Intelligent, creative and 
hardworking. 
Box 8899, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Trade paper editor, experienced in 
both editorial and advertising de- 
partments on wel] known national 
publications. 15 years experience 


with a record of production that will | 


clearly indicate ability to produce 
results in editorial or advertising 
department. References that will 
substantiate record will be furnished. 
College major in journalism and ad- 
vertising. Age 35. 

Box 8900, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


~ REPRESENTATIV ES” WANTED 

Weekly Aviation Newspaper with 
32,000 circulation has openings for 
advertising representatives in New 
York, Chicago and Los Angeles. Ex- 
perience in specialty publication 
Give experience 
and reference in letter to: 


Box 8893, ADVERTISING AGE 
(330 W. 42nd St., New York 18, N. Y. 
SPACE REPRESENTATIVE 


| training, 
| papers represented, 


| 


Leading CCA food trade publication, 
ready to launch a new magazine in 
an allied field, needs experienced 
sales representative in New York 
City and East. Send full details on 
experience, age, 
office arrange- 
ments, if any, and earnings ex- 
pected. Replies in 100% 

Box 8878, ADVERTISING AGE 

100 EB. Ohio St., Chicago 11, Ill. 


‘REPRESENTATIVES AVAILABLE 
Young, aggressive 


PUBLISHERS’ REPRESENTATIVES 
OFFER PUBLISHERS: 


Chicago and Midwest Coverage, 


Wide Agency and Market Contacts 
in Trade and Consumer Fields, 


Fifteen Years Successful Space Sales 


| for World’s Leading Publishers. 


| New methods of individual, personal 


Publishers Representative, 


representation insure maximum cov- 
erage of your field at all times. We 
are prepared to start immediately, 
giving permanent successful results. 
Box 8891, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PUBLICATION WANTED 


veloper and producer, wants trade, 
industrial or business publication 
in Chicago territory on commission 
basis. Able to develop and produce 
from second line prospects. 

Box 8895, ADVERTISING 

100 E. Ohio St., 


AGE 

Chicago 11, Il. 

____ MISCELLANEOUS > 
ADVERTISING CARTOONIST 

20 years free lance experience nat. 

accets. Offers service by mail. 

R. AY THOMPSON—WYNCOTE, 
~ WHAT IS 


Pa. 


MORE COMPELLING 


THAN A FEMININE TOUCH? 
Styling, illustrations, fashion and 
still life photography, retail adver- 
tising with feminine flavor. 


PATRICIA GRANT STUDIO 
Styling Service 
44 East Superior—Superior 1622 


other | 


confidence. | 


good de- | 


AGENCY 
ACCOUNT 
EXECUTIVE 


There are plenty of new ac- 
counts to be had in St. Louis, 
but we're too busy to go 
after them. Would you like 
to join us as a new-business 
man and/or account execu- 
tive? Income practically un- 
limited, will be based on 
volume; minimum guarantee. 
We're a growing, progres- 
sive, well-rounded organiza- 
tion of medium size. 


If you've had thorough 
agency experience in selling 
and handling accounts, 
please write in detail and 
state minimum guarantee. 


Box 6698 
ADVERTISING AGE 
100 E. Ohio St. 
Chicago II, Ill. 


More of Everything 
for Your Problem Account... 


A Salesman, Marketing Expert, Writer 
of Distinction 
*To sell more merchandise for your 
account 
* To sell more space to your account 
Location desired— 
First choice, Los Angeles 
Second choice, New York 
Salary requisite—$15,000 
Write Box 6697, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


WANTED 


Industrial Advertising Salesman for 
Cleveland — Pittsburgh and Territory 


Successful, rapidly growing industric! 
magazine is interested in a represen- 
tative who is experienced enough to 
know the fund tals of industric! 
magazine advertising selling, yet 
young enough to learn new ideas .. . 
one who expects to “work” and 
“earn” good money. No interviews 
unless full details submitted. 


Write Box 6699, ADVERTISING 
100 E. Ohio Street, Chicago 11, 


AGE 
Ilinois 


AGENCY SEEKS PLACE 
FOR COPYWRITER 


Because of a change in our organizo- 
tion, we have a young copy and de- 
tail man whom we would like to place 


He’s been with us a year and we like 
him. He knows how to write—learned 
how to dig out basic ideas and pvt 
them on paper. Takes responsibility 
well. As an assistant in industrial od- 
vertising dept. or agency he will be 
most valuable. Can you use him? 
We'll be glad to tell you all about him 
Call Franklin 4883 or write. 
Box 6700, ADVERTISING AGE 

100 E. Ohio Street, Chicago 11, Illinois 


EXPERIENCED ADV. DESIGNER | 
Desires position as Artist and/or Art D'- 
rector with Chicago firm demanding high 
grade advertising material with modern 
design character and fine typography. 
Want control of physical appearance © 
jobs thru to finish, as well as executing 


original layout. Experienced in photog- 
raphy. 
Box 6701, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Ill 
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= the ads recall. Now its large vol-, 
“= Costs Up but ume of business permits it to 
and “ reduce them again, despite rising 
th M or tuar 1es Cut costs and increased wages. It 
ects. - features complete funerals, in- 
some F uner al P rices cluding casket and 47 items of 
a= Los ANGELEs— President Tru-| service, as low as $60. 
—— ff man may not have had funeral} Associated Advertising Agency 
class J chapels in mind when he asked| handles the account. 
tieu business to cut prices, but the —_—_—_—- 
3E Utter- McKinley Mortuaries of|Fisher Zooms East: 
J} Los Angeles are taking him at|] wunches Detroit Test 
— is word. 
The company, which operates | , F a hey or Mills Company, 
12 community” 'mortuaries, will | Seal, as, entered the eastern 
use a number of newspaper ad-| tect campaign, which broke April 
17 in Detroit, for Fisher’s Biskit 
Mix and Zoom, instant whole 
c | ! wheat cereal. Led by small teaser 
4 FUNERAL PRICES LOWERED | copy, the test opened in the De- 
: *50 < tomy News with two-color 1,000- 
Wc- tin Bucsadle of per Sonam ine copy using the slogan “Out of 
2 “althainedd per rece the West comes Zoom—and Fish- 
11S, ee i er’s Biskit Mix.” 
years age Utter- lowered The milling company is offer- 
° 
penny a pale done ing a new Pontiac and $100 in 
our “Boss.” We considered the welfare of prizes in a car-a-month contest 
ess the public. Thanks to the response of the starting April 21 on 40 ABC sta- 
Stat ae oo © tions in the Pacific Coast and 
cu- mountain states on the morning 
un- iedeeemmedieee a, news commentary of James Abbe. 
the public wants prices lowered. Even Pacific National Advertising 
on President Truman has urged the lowering _ | Agency, Seattle, handles the ac- 
ee of prices. Because we are privileged to serve ; | count. 
: more families in one month than the average j 
res- funeral director serves in five years, we are i 
: able to lower funeral prices an everoge of =» — | Jor meson Names Shay 
Iza- $50 per funeral. cS 
Robert W. Shay, who prior to 
his war service was, for seven 
et ee years, with Philip Morris & Co. 
gh 560 as a salesman and merchandising 
ling toeunemees A pena cons and sales promotion man, has 
joined William Jameson & Co., 
ints, New York, a division of Seagram 
and Distillers Corporation, as assistant 
in Philadelphia to William Ker- 
vertisements to announce that it| 84M, assistant monopoly state 
has voluntarily lowered prices an manager. 
average of $50 per funeral. The 
reductions figure as high as 12% Gets $300,000 Account 
on even the lowest-priced serv- Pint ype ber me wo gl 
wes, Said’ Maytor H. McKinley, | spend $300,000 this year in news- 
presigent, . papers, magazines and radio, has 
Utter-McKinley lowered prices appointed Rodgers & Brown, New 
—___— 12 years ago and “other under-| York, to handle the account. Cam- 
——ffiakers said we would go broke,” | paign plans are being readied. 
ae 
unt... 
Writer 
a 
or your = ¢ 
account 
\\ heptiting / 
: e 
| Age 
- MMlinois 
nan for f i S | ia « 
Territory t 
wl Facts Tor sales Executives 
ndustric A 
wprecee- Metropolitan area population 473,900 
° . . . 
ndustrial (within 15 miles of downtown) 
t . e 
.. San Diego County population 552,804 
”“ d ° 
Tm 21st Agricultural Couvaty! — 
1946 Value of farm products $55,000,000 
a 1946 City Food sales volume $90,907,000 
, lino! ‘ ° 
1946 City Retail sales volume $64,147,000 
—/ 1946 City Drug sales volume 415,000,000 
- Per Capita buying index 175.5 @§D 
organizc- D U T S 
en THE SAN DiEGO UNION & TRIBUNE-SUN 
Pager will give to even a modest advertising appropriation 
—learned the impact of 
d put 
sonsibility Concentrated $ $ $! 
seo Ae in the West’s fastest growing market 
ew ° 
use him? Consult our Representatives 
ibout him 
aoe REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
1, Illino's New York * Chicago + Denver + Seattle + Portland + San Francisco + Los Angeles 
——_— 
on art, | San Diege sii 
or Art Di- * a : ' 
nding high i | aS eo . : - 2 he aa 
th modern, ia ; ¢ " : 
mo | UNION and TRIBUNE-SUN 
4 eee’ “ U, . . . . > . s ‘ . . 
in photog nion Tribune Publishing Co., San Diego 12, California 
AGE 
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WiC Mead! 


GREAT NORTHEAST 


— 
ads 


Every night, Monday through Sat- 
urday, 6:30-45 p.m., there is twin bill- 
ing in eastern and central New York 
and western New England! That’s 
when George Miller and Bill Pope get 
together for the WGY SPORTS REC- 
ORD. 


A double feature attraction, Miller 
and Pope, editors of the area’s only 
sports newspaper — “Dorp Sporting 
News”—offer WGY’s 1,045,717 radio 
families the latest dope in the world of 
sports from baseball to badminton .. . 
curling to cricket . . . football to fenc- 
ing .. . interviews with champs, and 
on-the-spot reports. 


Sponsored two nights weekly, the 
WGY SPORTS RECORD is now 
available Monday, Wednesday, Friday 
and Saturday. It’s YOUR opportunity 
to get in on the last word in sports in 
the WGY area... the first word in 
male audience appeal! Sign up NOW 
for this double header before the 1947 
baseball season gets under way! Get 
complete details today on this low cost 
show from your nearest NBC Spot 
Sales office! 


GENERAL @ ELECTRIC 


90,000 WATTS—NBC AFFILIATE WY SCHENECTADY, NEW YORK 


REPRESENTED NATIONALLY BY NBC SPOT SALES 
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Big Advertisers’ Profits 
Up 36% on Smaller Sales 


(Continued from Page 1) 


in 1946 but only seven had 
smaller net profits. None of them 
—even Allis - Chalmers, most) 
strike-ridden of all—failed to 
show a profit. (But only a $25.4 
million tax adjustment kept A-C 
in the black.) Thirteen showed 
profits 100% or more larger than 
in 1945. 

While the average sales volume 
of the 49 companies was declin- 
ing from $430 to about $420 mil- 
lion, the average net profit in- 
creased from about $19 to nearly 
$26 million. 

With the notable exceptions of 
Allis- Chalmers and General 
Motors, which was given a refund 
of $59.6 million in 1946, tax ad- 
justments were not usually a fac- 
tor in increasing net profits of in- 
dividual companies. American 
Tobacco, for example, had a re- 
fund of $1.1 million for 1946 and 
of $435,000 for 1945; Eastman 
Kodak of $3.9 million in 1946 and 
$8.1 million in 1945; Chrysler of 
$8 million for 1946; Nash-Kel- 
vinator of $1.1 million in 1946; 
National Biscuit of $2.5 million 
in 1946, and Westinghouse of $2.6 
million in 1946 and $7 million in 
1945. 


Some Missing from List 


Some leading advertisers, re- 
porting net profits but not sales, 
are not included in the 50. Among 
these are Aluminum Company of 
America, whose profits rose from 
$20 to $24 million; Chesebrough 
Manufacturing (Vaseline), from 


istered sharp increases in net 
profit without any increase in 
prices of any of their products. 
On the other hand, the soap in- 
dustry, for example, boosted 
prices recently more than any 
other major advertiser group. 
On a sales increase of less than 
$18 million, from $173 to $190.7 
million, Colgate - Palmolive - Peet 
more than doubled net profit, 
from $7 to $14.4 million. Procter 
& Gamble, largest advertiser of 
all in recent years, lifted its profits 
nearly $2 million, from $19.5 to 
$21.3, in the fiscal year ended 
last June 30, although its sales 
in this period declined $33 mil- 
lion; from $352.3 to $319.4 mil- 
lion. And in the calendar year 
1946, P&G’s profits nearly doubled 
to $16 million, from $9.5 million 
in 1945. B. T. Babbitt (Bab-O) 
increased sales from $12.2 to $13.9 
million, but nearly trebled profits, 
from $953,000 to $2.5 million, in | 
the 1946 calendar year. 

Among all the 100 leading na- 
tional advertisers, only Ford and | 
International Harvester, and re- 
cently Chrysler on Plymouth cars, 
have announced price reductions 
thus far this year. 


Many Profits Soar 


In contrast there’s National Dis- | 
tillers, which quadrupled its | 


| sales 


gain. Bristol-Myers and 
Squibb more than doubled their 
profits. American Home Prod- 
ucts, whose varied line includes 
foods, drugs and household prod- 
ucts, announced 50% more profits 
on 20% greater sales. On the other 
hand, the three largest tobacco 
companies—American, Liggett & 
Myers and R. J. Reynolds—had a 
combined sales increase of about 
25% to show for a 40% rise in 
net profits. 

Strikes and materials shortages 
reduced sharply both the sales 
and net profits of leading elec- 
trical and radio manufacturers. 
The combined sales of five of 
them — Allis - Chalmers, General 
Electric, Philco, RCA and Wes- 


It’s Close! 


—Chicago Daily News 


tinghouse—were reduced nearly 
by half, from $2,672 million to 
$1,435 million, but their combined 
net profit, aided by tax carry- 
backs, was down somewhat less, 
from $97 to $63 million. 


Automotive Off 


. The motor makers faced a 
similar situation. General Motors’ 
volume declined from $3.1 bil- 
lion to less than $2 billion. Even 
aided by a $59.6 million tax ad- 
justment in 1946, its net profit 
of $87.5 million was less than 
half of the $188.3 million for 
1945. Chrysler’s actual sales de- 
cline was much smaller, from 
$994.5 to $870 million, but even 
with an $8 million tax adjustment 
in 1946, its net profit was reduced 
from $37.5 to $26.9 million. Chrys- 
ler’s 1946 sales were virtually as 
large as its $888.4 million in 1941, 


$1.0 to $1.8 million; Coca-Cola, 
from $25.1 to $25.4 million; Gil- 
lette Safety Razor, from $4.9 to 
$10.5 million, and R. B. Semler 
(Kreml), with almost identical 
earnings—$607,100 in 1945 and 
$607,500 in 1946. 


Others, such as Brown & Wil- | 


liamson Tobacco, Ford Motor and 
Lever Bros., did not disclose sales 
and profit figures. Some major 
advertisers are subsidiaries of 
other companies and their data 
are included in the parent-com- 
pany totals. Calvert and Frank- 
fort, among others, for example, 
“belong” to Distillers Corporation- 
Seagrams Ltd. A few, including 
Borden, Gulf Oil and Standard 
Oil of New Jersey, had not pub- 


MOSTLY UP—Wall Street Journal 


Earnings Trends of 21 Industrial Groups 


Total Total 
Companies : 1946 1945 Changes % 
10 Aircraft Manufacturing Companies . $5,210,363 $48,921,354 Decrease 89.3 
6 Airlines ..cccccecceceeeeerreens loss 14,184,146 11,586,763 «tween cane 
12 Amusements, Movies ...+ sss eee 112,607,548 81,022,364 Increase 39.0 
23 Autos & Equipment .....+-.+-+ . +52,893,374 270,650,423 Decrease 435 
31 Building Materials & Equipment .. 122,838,555 70,560,579 Increase 741 
19. Chemicals, Drugs, etc. ...-s++00e . 286,834,493 175,327,071 Increase 63.6 
B Distillers ...-ccccvecesssscccees « 157,288,989 64,290,292 Increase 144.6 
12 Electrical Equipment & Supplies .. 70,344,068 107,805,214 Decrease 347 
20 Food Products. Packing Houses...» 230,772,077 128,966,325 Increase 789 
17 Iron & Steel Companies .....++s00 230,982,764 150,217,040 Increase 53.7 
35 Machinery & Tools ....seseerees . 84,549,464 84,029,419 Increase 06 
16 Mining & Metals ....++- Rbececeee 90,991,303 88,518,509 Increase 28 
9 Office Equipment ...++ cocccccccs —20aed, 140 20,068,768 Increase 457 
18 Petroleum Products .....seeeees . 244,666,869 184,108,812 Increase 32.9 
14 Pulp & Paper Products ...++ seee 43,877,036 16,686,408 Increase 162.9 
14 Railway Equipments .......++000% 35,705,270 29,304,931 Increase 218 
24 Retail Stores & Mail Order...+++- 190,315,026 95,346,083 Increase 99.6 
13 Rubber & Rubber Goods .... freer 126,271,741 61,920,889 Increase 103.9 
V1 Sugar Companies .....++e+eees eee 28,804,502 22,393,885 Increase 28.6 
$4 Femties. .... aba seueeuhaed ee 109,435,562 34,206,787 Increase 219.9 
14 Tobacco Companies ...seeeeeee ee —-90.833.234 66,974,037 Increase 35.6 
340 Companies ...ceeceeeseeeseeneees $2,430,286,232 $1,812,905,953 Increase 34.0 


tabulation of 340 companies shows 1946 
net earnings (after taxes) up 34% over 1945 in 21 industrial groups, 
declines in aircraft, auto and electrical equipment classifications. 


despite 


lished annual reports for 1946 as 
this was written. 


Calendar Year Figures Used 


Some insurance companies, such 
as Prudential, and railroads 
(Pennsylvania and Union Pacific) 


are among the nation’s 100 largest | 


advertisers, but they represent 
different sales-and-profit prob- 
lems. For obvious reasons Cali- 
fornia Fruit Growers Exchange, 
Can Manufacturers Institute and 
other large cooperative adver- 
tisers are excluded. 

With a few exceptions the fig- 
ures used are for the calendar 
years 1946 and 1945. Fiscal years 
are noted only when they ended 
in the latter half of these years. 
General Mills, for example, the 
fiscal year of which ends on May 
31, is not included. 

All the 50 companies covered 
are primarily manufacturers ex- 
cept American Telephone & Tele- 
graph Company and even this 
company manufactures through 
its Western Electric Company. 
While AT&T’s sales were rising 
about $163 million, from $1,930,- 
900,000 to $2,093,700,000 in 1946, 
its net profit climbed $31 million, 
from $184.1 million to $215.2 
million. 


Price Situation Varies 


Some advertisers, such as Gil- 
lette Safety Razor and others, 
notably in the drug field, reg- 


| profits in 1946, and also raised the 
'prices of its better whiskies from 
$15 to $22.79 a case. Schenley 
and Seagram- Distillers both 
doubled profits in their last fiscal 
years. The sales increases of these 
three leaders averaged less than 
25%. . 

On smaller combined sales vol- 
ume, but aided by higher prices 
and exceptional profits on “by- 
products” items, three of the 
largest meat packers boosted 
profits sharply—Armour doubling 
from $9.2 to $20.8 million; Cudahy 
nearly trebling, from $2.5 to $6.7 


million, and Swift increasing 
jabout 30% from $12.3 to $16.4 
| million. 


General Foods’ annual report 


|lshowed a 40% profit increase on | 


la sales gain of about 14%. Stand- 
lard Brands had a similar profit 
rise on sales which were prac- 
tically identical in both years. In 
fact these two, with six other lead- 
ing food advertisers—Best Foods, 
Carnation, Continental Baking, 
Corn Products, National Biscuit 
and National Dairy—showed a 
combined increase of 65% 
profits on 12% greater sales. 


Drug Makers Do Well 


The drug manufacturers did 
even better. Bristol-Myers, Inter- 


national Cellucotton, Lambert, 
McKesson & Robbins, Squibb, 
Sterling and Zonite lifted their 


net profits about 70% on a 13% 


in net} 


the last full-production peacetime 
year, but its profits were $13.3 
million less. 

On the other hand, Nash-Kel- 
vinator, whose business is divided 
between motor cars and electrical 
appliances, showed a one-third 
reduction in sales, from $183 to 
$121.6 million, but with a 1946 
tax adjustment of $1.1 million, an 
increase in net profit from $2.5 
|to $2.6 million. 
| Although combined sales of 
three of the largest rubber com- 
panies—Goodrich, Goodyear and 
| U. S.—declined from $1,564 to 
| $1,473 million in the two-year 


$3.8 million, on a sales increase 
from $38.9 to $43.4 million. 

U. S. Steel in some respects did 
even better, making $30.6 million 
greater profit on $251 million 
smaller sales. Big Steel’s sales 
declined from $1,747 to $1,496 
million; its profit rose from $58 
to $88.6 million. 


Textiles Enjoy Gains 


Few textile and clothing com- 
panies rank among the largest ad- 
vertisers but this industry as a 
whole showed a sharper rise in 
profits than any other. Typical 
was Celanese Corporation, whose 
$16 million net profit in 1946 was 
more than twice as large as in 
any other year—even though its 
sales rose less than 30%. 
Celanese is active also in chem- 
icals. So is Eastman Kodak. East- 
man’s sales declined in 1946 to 
$274.7 from $301.5 million in 
1945. But its profit rose from 
$32.7 to $35.7 million, aided by tax 
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| adjustments of $8.1 and $3.9 mil- 
lion in the two years. 


The many-sided Du Pont— 


which probably sells more differ- 
ent types of products through 
‘more different types of outlets 
than any other company—drama- 
tizes the trend. 


In 1946, from 
1945, Du Pont made almost ex- 
actly as many million dollars 


more profit as it did more sales, 
Its profit soared $35.1 million to 


$112.6 million, while its sales 


rose only $37.4 to $684.7 million, 


Some Reductions Expected 


The Wall Street Journal cites 
two factors as. primarily re- 
sponsible for current high profits: 
“One was the end of price con- 
trols, which enabled ccmpanies 
to raise prices in line with ad- 
vancing costs. The other was the 
end of the high wartime excess 
profits tax.” 

Although dollar volume con- 
tinues generally higher, retailers 
throughout the country report that 
unit sales have begun to decline, 
and there is mounting evidence 
that substantial numbers of con- 
sumers are being priced out of 
the market. 

Leading retailers in several 
cities—among them Macy’s and 
Hearn’s, New York, and Lit 
Brothers, Philadelphia—have al- 
ready begun hammering at the 
price level and reducing some 
prices. Some manufacturers have 
also cut prices, but on the whole 
few have taken action in this 
direction. But with President 
Truman and numerous economists 
getting vocal about the price 
trend, plus increasing indications 
of buyer resistance, further 
modest price declines are looked 


Company 


period, their combined net profit 
‘more than doubled, from $40.4 
to $84.6 million. 


Other Groups Analyzed 


The situation with leading oil 
companies was not quite the same. 
Four of them—Shell, Socony 
Vacuum, Sun and Texaco—had 
smaller sales, from $2,324 to $2,149 
million, but they boosted their 
combined net profits about 45%, 
from $139 to $177 million. 

Although Aluminum Company 
of America does not issue sales 
figures, its net profit rose from 
$20 to $24 million. Alcoa’s smaller 
competitor, Reynolds Metals, in- 
creased net profits from $4.4 to 
$5.3 million, despite a reduction 
in sales from $148 to $131 mil- 
lion. International Silver nearly 


'trebled net profit, from $1.3 to 


for. 


Sales and net profits of the 50 advertisers in 1946 and 1945 were: 


Sales Net Profits 
— : & millions) 
; 1946 1945 
Pe ee $ 948 $ 290.4 $ .144 $ 7.1 
; ( 25.4*) 
American Home Products.... 142.7 116.1 8.9 5.9 
American Telephone & Tel... 2,093.7 1,930.9 215.2 184.1 
American Tobacco ......... 764.2 557.5 29.9 19.7 
1.1* .435*) 
Armour & Co. ............ 1,184.7 1,213.0 . 20.8 , $2 
Ea OS SS ree 13.9 12.2 2.5 .953 
ME SNE cies a erwinik-e.'a 5.0 os Ber 81.6 3.1 2.5 
oth years en 
po ES os ee ee a rt " 37. ag 0 wes 2.5 
Canada Dry Ginger Ale ..... 37.6 32.5 2.3 1.6 
Carnation Company ........ 186.9 168.8 3.2 2.4 
Celanese Corporation ....... 135.2 104.2 16.0 7.6 
Chrysler Corporation ....... 870.0 994.5 26.9 37.5 
8.0* 
Colgate-Palmolive-Peet 190.7 173.0 ; 144 ; 7.0 
Continental Baking ........ 125.8 103.9 y Pe 2.5 
Corn Products Refining . 131.9 106.4 13.6 8.6 
Cugany Packing oo... cscs 349.9 344.9 6.7 2.5 
E. I. Du Pont de Nemours... 648.7 611.3 112.6 717.5 
Basen BLOGRE «2.6 ccs cces 274.7 301.5 35.7 32.7 
( @27) €@2° 
General Electric ........... 679.1 1,298.2 43.0 56.5 
COOMOPAL BOOGR 050s tvcsessas 330.9 290.0 18.1 13.1 
Genetal Motore ............ 1,962.5 3,127.9 87.5 188.3 
59.6* 
B. F. Goodrich Rubber .... 361.5 372.1 . 25.2 ’ 12.3 
Goodyear Tire & Rubber.... 616.5 716.2 36.2 15.1 
International Cellucotton 51.5 41.5 3.1 2.0 
International Silver ........ 43.4 38.9 3.8 1.3 
Lambert Pharmacal ........ 30.2 31.0 3.3 2.2 
Liggett & Myers Tobacco .. 464.5 399.2 18.4 14.9 
McKesson & Robbins ...... 388.0 306.6 8.5 4.7 
’ (both years ended June 30) 
Nash-Kelvinator Corp....... 121.6 183.1 2.6 2.5 
(years ended Sept. 30) ¢ 4.2%) 
Wationial Biscuit. .6.....60606 220.2 205.0 19.7 10.5 
2.5* 
National Dairy Products .... 742.4 632.8 25.4 14.1 
National Distillers ......... 450.3 385.8 40.0 11.8 
Phileo Corporation ........ 121.6 119.1 3.1 2.4 
| Procter & Gamble ......... 319.4 352.3 21.3 19.5 
(years ended June 30) 
|Radio Corporation of Amer. 237.0 279.5 11.0 11.3 
R. J. Reynolds Tobacco .. 613.1 431.0 28.0 19.2 
Schenley Distillers ......... 643.9 561.7 49.1 23.9 
(years ended Aug. 31) 
Seagrams-Distillers ........ 477.5 400.0 24.5 13.8 
(years ended July 31) 
|Shell Oil Company ........ 442.8 475.9 32.9 28.7 
| Socony Vacuum Oil Company 812.8 830.7 58.3 42.3 
|E. R. Squibb & Sons ....... 59.8 53.6 5.2 2.5 
(years ended June 30) 
| Standard Brands .........-. 261.2 259.8 13.9 9.6 
Sterling Drug ............+- 121.5 104.6 13.9 10.0 
'Sun Oil Company ........-. 306.6 439.7 14.7 15.7 
pe & So See ee 1,308.4 1,307.6 16.4 12.3 
|Texas Company ..........-. 586.5 $77.1 71.1 51.9 
| United States Rubber ...... 494.8 471.5 23.2 13.0 
United States Steel ........ 1,496.1 1,747.3 88.6 58.0 
| Westinghouse Electric ...... 301.7 685.1 6.2 19.8 
( oe) (7% 
Zonite Products .........++- 6.1 5.8 .759 .680 


(*) Net profits include tax adjustments for 


years indicated. 
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Advertising Age, April 21, 1947 


Consumers Resist 
High Prices, Says 
Dry Goods Chief 


New YorK—‘“Merchants are 
finding a very considerable re- 
sistance to high prices,” Lew 
Hahn, president of the National 
Retail Dry Goods Association, em- 
phasized before the Sales Execu- 
tives Club of New York April 15. 

“The public, rightly or wrongly, 
believes that with the war nearly 
two years behind us, the recession 
of prices to more reasonable levels 
is in order,” he said. 

“Retail business in some lines 
is slacking off. Marked-down 
sales are the rule in newspaper 
advertisements of stores through- 
out the nation. This means that 
retailers are selling off their high- 
priced inventories.” Manufactur- 
ers should be “prepared to make 
their contribution,” he added. 

On the other hand, Dr. Claudius 
T. Murchison, president of Cot- 
ton-Textile Institute, New York, 
deplored the “utter recklessness of 
present assaults on the price 
structure,” in a talk before the Ala- 
bama Manufacturers Association, 
at Biloxi, Miss. These methods, 
he added, could frighten buyers 
from the market. 

Botany Worsted Mills, Passaic, 
N. J., a leading national advertiser 
in the textile field, has just 
pointed out in its annual report 
for 1946 that its net income after 
taxes and charges rose nearly 
$3,000,000, to $3,802,547, on a sales 
increase of only about $5,000,000, 
to $37,637,546. 


RETAILERS ORGANIZE 
FOR PRICE REDUCTIONS 


New YorkK—Henry Modell, 
president of a New York chain of 
sporting and dry goods stores 
bearing his name, has telegraphed 
President Truman that he is seek- 
ing to organize joint action among 
scores of merchants to reduce 
prices and that he is willing to 
accept responsibility for it under 
the anti-trust laws. 

Lit Brothers, Philadelphia de- 
partment store, has reported that 
as a result of a reduced-price 
campaign in Philadelphia and 
New York newspapers and in 
business papers, more than 1,200 
salesmen “offered special pur- 
chases and lower prices on many 
items” in a single day. Eight hun- 
dred more salesmen presented 
offers the next day. 

Harold W. Brightman, Lit’s 
senior vice-president, said: “If 
leading stores in each community 
were to announce similar pro- 
grams, we may be able to start a 
trend that would benefit the whole 
economy.” 

“The peak of food prices ap- 
pears to be past,” announced Paul 
S. Willis, president of Grocery 


Manufacturers of America, in re- |® 


sponse to President Truman’s 
price challenge. “For the past 
live weeks the Dun & Bradstreet 
wholesale food price index has 
shown a steady decrease, from 
86.77 on March 4 to $6.41 on 
April 8, the last date for which 
data are available.” 


. reach the men 
who list and the men who 
direct the selling of your 
items in chain variety stores. 


Store 
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Variety 
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MR. PRESIDENT-- 


The Hub Agrees With You 


THAT IT IS UP TO AMERICAN BUSINESS 
TO REDUCE HIGH PRICES AND THUS MAKE 
THE FREE ENTERPRISE SYSTEM WORK— 


So, Here's Our Reply Effective Immediately — 


ALL PRICES REDUCED 


20 4“ 


You Can Take Up to 15 Months to Pay! 


THE HUB ®2800steersxw THE HUB 


ARLINGTON BRANCH—3 090 WILSON BOULEVARD 


c 


RESULTS—One of Washington's major stores proclaims its sympathy with 

President Truman's plea for lower prices in this newspaper spread. The Hub 

promises to cut 20% from everything except “fair trade" items priced by the 
manufacturer. 


Ends Liquor Rationing 
After nearly four years, liquor 

rationing has ended in Ohio. Sales 

of imported Scotch whisky, how- 


ever, still will be restricted, with 
state store employes under in- 
structions to sell only one bottle 
to a customer. 


New Sears Washer 
Bows in Chicago 


Cuicaco—Sears, Roebuck & Co. 
introduced a new type of auto- 
matic washer in the Chicago 
metropolitan area last week and 
announced plans to achieve na- 
tional distribution of the product 
by mid-summer. 

The new machine bears the 
Sears’ brand name of Kenmore, 
and is being manufactured by the 
Nineteen Hundred Corporation, 
St. Joseph, Mich. Introduction of 
the Kenmore automatic washer, 
said Sears’ officials, “culminates 
several years of experimental 
work” by the manufacturer. It 
was designed by Sundberg-Ferar, 
Detroit industrial designer. 

According to Sears’ merchan- 
dising executives, laboratory tests 
of the Kenmore have demon- 
strated that its new washing prin- 
ciple makes. possible’ greater 
clothes cleansing efficiency. An 


exclusive feature, the Suds-Saver, 


67 


permits the use of suds for more 
than one washing. 

The new washer, retailing at 
$209.95, including normal installa- 
tion, is being sold through the 22 
Sears’ retail stores in the Chi- 
cago area. 


Gets Airways Account 
Peruvian International Airways 

has appointed Ruthrauff & Ryan, 

New York, to handle advertising. 


CREATIVE IDEAS 


IN SPOT RADIO 


If you want a musical commercial ens 
tom-made for your needs, call on the 
} Gordon M. Day organization .. . You're # 
| assured expert creative ideas and expers fj 
i production, — radio spots that sell mer 7 
chandise — scientifically designed te 
8 achieve maximum results per dollar . . a. 
Write or phone for details. 


GORDON M. DAY 


Advertising Service 


J producing radio spots and shows fee § 
advertisers and their agencies 
I 145 E. 53 St, N.Y.C. PL 3.3160 = 


Han 120 Deziugt. Sia, Barren, BAN 20425 
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K'S DOMINANT EVENING 


New York 
‘the highly ee 


THIS 1S NEW YORK 


_& Jammed into five blocks of towering skyscrapers along Man- 
_ hattan'’s Seventh Avenue is the heart of the nation’s garment 
industry. In this noisy, vibrant district are almost all of the city’s 
4,500 ladies’ garment shops and factories. Employing 180,000 
workers, New York's largest industry last year produced a staggering 
volume of 2!/, billion dollars in women's apparel. In terms of total 
national dollar volume New York City also produces 63°%/, of all mil- 
linery products, 72°, of all women’s dresses and 90%, of all fur coats. 
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You need newspapers to sell New York 
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ricultural , 


Ag 
eaders 
Digest ese 


EXTENSION AND VOCATIONAL PROGRAMS 
FOR FARM AND HOME 


NOW—Over 30,000 Leaders To 
- Help You Sell Your Products 


A LEADERS’ Digest ad now tells 16,008 men 
and 15,000 women about your products to 
implement the farm management and home 
modernization programs they are car 7 to six 
million prosperous farms. Addition of 1,500 ex- 
tension workers and 2,000 vo- ag and home ec. 
teachers brings this important “‘influence mar- 
ket”’ to the highest peak in the 29-year history of 
LEADERS’ Digest. Ask for Data Folder with 
new CCA circulation breakdown. 


AGRICULTURAL LEADERS’ DIGEST 
7 139 WN. Clark, Chicago 2, Phone CEN. 7670 


PUBLISHED EXCLUSIVELY FOR LEADERS IN 


LGRICULTURE AND HOME ECONOMICS 


Robinson Names Lahiff 


Jack Lahiff has been appointed 
general manager of outdoor plants 
of Robinson Outdoor Advertising 
Company, Lincoln, Neb., replacing 
Ben J. Ross. J. C. Reason has 
been appointed assistant to Mr. 
Lahiff 


Plans Watch Campaign 


Lebern Jewelry Company, Mon- 
treal, will advertise Medana 
watches through a_ substantial 
campaign in Canadian daily news- 
papers, weeklies, and trade pub- 
lications. J. J. Gibbons Ltd., 
Montreal, is the agency. 


Promotes Edwards 


Ralph Edwards, editor of 
Maclean-Hunter Publishing Com- 


pany’s Men’s Wear of Canada and 
| Style, Toronto, has been appointed 
{manager of the two publications. 


BIGGEST 
CIRCULATION 


FORT WAYNE 


Every afternoon Monday through Saturday The 
News-Sentinel is delivered to 97.8% of all 
homes in Fort Wayne. Every week day it reaches 
*14,816 more homes than the daily morning 
paper. The News-Sentinel covers the market. 


*ABC Audit Report 12-31-45. Publish- 
ers’ statements 9-30-46 show News- 
Sentinel has 17,089 more circulation. 


The News-Sentinel 


Gort Wayne's “Good Luenng” Ne 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. * NEW YORK—CHICAGO—DETROIT 


Exclusive 
stribu ¢ 


HEXCO PRODUCTS, INC. 


315 W. Quincy Street 


Deep 
Engraved 
| in 

Color 
Lighted 
Non- 
Shattering 
Lucite 


on any light socket. 

WRITE FOR CIRCULAR 

AND PLAN FOR INTERESTING 
YOUR DEALERS 


Chicago 6 
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Commercial 
Display 
Excluding 
Poultry, 
Livestock 
-— Total Advertising——, and Classified 
-—1947—7. -—1946—_, 1947 1946 
Pages Lines Pages Lines Lines Lines 
Capper’s Farmer... 58.1 39,480 47.5 32,290 37,718 30,500 
Country Gentleman.103.8 70,558 80.7 54,886 68,187 51,854 
Farm Journal ..... 89.6 38,465 94.3 40,463 35,926 32,631 
Progressive Farmer: 

Carolina-Va. 

MGMIOM . .nccses 71.4 51,994 654.5 39,682 47,383 35,946 

Ga.-Ala.-Fla,. 

BWdition .....«.s 70.1 51,044 53.8 39,193 46,297 34,982 

Ky.-Tenn.-W. Va. 

Edition ....... 0.0 51,027 54.7 39,806 46,404 36,233 

Miss.-La.-Ark. 

or ee 67.0 48,789 52.9 38,532 44,042 34,488 

Texas Edition 73.4 53,455 69.0 42,996 47,624 38,321 
*In all 5 Editions. 60.1 43,776 46.4 33,810 41,100 31,612 
*Aver. 5 Editions.. 70.4 51,262 55.0 40,042 46,350 35,994 
Southern Agricul- 

SURIMG oo is as cute 43.6 30,491 36.5 25,570 27,223 16,542 
Successful Farming.101.6 45,733 86.1 38,728 43,680 36,127 

Total Group ..... 748.6 481,036 620.0 392,146 444,484 347,624 

Monthlies 
Agricultural Lead- 

ers’ Digest oe 84.4 4,774 32.4 6,349 4,774 6,349 
American Fruit 

GFOWEP cccccccces $1.7 13,693 24.5 10,520 13,175 10,121 
American Poultry 

Journal: 

Eastern Edition... 51.0 21,897 59.8 25,686 11,214 14,168 

Central Edition... 40.8 17,505 47.5 20,389 10,365 11,978 

Western Edition. 33.7 14,472 36.9 15,859 $,985 10,378 
*In all 3 Editions... 31.4 13,511 34.6 14,870 9,426 9,949 
Better Farming 

Methods ......-. 37.0 15,862 28.5 12,287 1 12,237 
Better Fiuit ...... 29.2 12,261 19.1 8,052 12,2 8,052 
Breeder’s Gazette .. 22.8 _10,256 23.7 10,656 7,62 8,775 
California Citro- 

BREE. jachawensae 31.9 21,420 26.1 27,556 21,420 17,556 
Cattleman, The ... 79.0 33,253 62.0 26,043 21,010 14,654 
Cooperative Digest. 21.0 4,410 20.5 4,305 4,410 4,305 
Electricity on the 

POG - A vas Hie se 17.0 6,076 19.6 6,986 6,076 6,986 
| {Farm and Ranch.. 49.1 34,395 40.0 30,243 30,072 26,005 
Farmer-Stockman,. 33.3 25,207 28.1 21,235 23,199 19,364 
| *Florida Grower... 20.7 14,103 18.3 12,468 13,713 11,987 
| Kentucky Farmers’ 
| Home Journal .. 23.6 18,490 19.0 14,867 15,056 12,527 
| *Michigan Farm 
|  NOWB .oseeeseess 2.8 4,783 2.0 5,741 5,656 4,613 
| National Live Stock 
| Pro@ucer ..cccecs i 5,644 9.7 7,061 5,333 6,437 
New Jersey Farm 
| and Garden ..... 43.3 19,506 41.0 18,452 17,106 15,388 
| Ohio Farm Bureau 
| OL acasvaaeesa 14.4 6,502 13.2 5,938 6,027 5,603 
Poultry Tribune: 

Eastern Edition . 65.1 27,935 71.6 30,722 17,766 19,252 

Central Edition... 52.8 22,638 58.8 25,239 16,057 17,198 

Western Edition.. 44.3 19,007 49.8 21,360 14,263 15,807 
*In all 3 Editions.. 40,2 17,241 46.0 19,762 13,129 15,333 
Southern Farmer... 6.8 5,427 4.8 3,861 4,621 3,151 
Southern Planter 35.1 24,656 33.0 23,110 22,209 20,949 
Western Dairy 

SORERA- ncicies'ss 61.9 26,033 63.7 26,754 8,932 10,402 
Western Livestock 

SOUTRAL cvccccces 78.8 33,096 87.8 36,932 15,330 16,506 

Total Group ..... 938.5 448,998 923.1 436,153 339,701 318,761 

Monthlies—March 
Arkansas Farmer... 12.4 9,338 13.1 9,894 9,338 9,894 
Idaho Granger .... 9.8 10,668 10.0 10,806 10,668 10,806 
Nation’s Agriculture 8.7 3,912 11.3 6,088 3,912 5,088 

Total Group ..... 30.9 23,918 34.4 25,788 23,918 25,788 

Semi-Monthly—March 
American Agricul- - 

yy eee rerere 37.9 27,621 35.7 26,026 23,506 21,801 
California Grahge 

Po a ere 18.0 20,202 15.4 17,192 20,202 17,192 


Dakota Farmer 
Farmer, The ... 
Hoard’s 
Idaho Farmer 
Indiana Farmer's 

Guide 
Kansas 


Farmer 


Michigan Farmer .. 


Missouri Farmer 


Missouri Ruralist .. 


Montana Farmer 


Nebraska Farmer .. 


New England 
Homestead ... 
Ohio Farmer ... 
Oregon Farmer 
Oregon Grange 
Bullétin ...... 
Pennsylvania 
Farmer .....- 
Utah Farmer ... 
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Dairyman. 52.9 


Wallaces’ Farmer & 


Commercial! 
Display 
Excluding 
Poultry, 
Livestock 
o— Total mete shan ++ WOON and Classified 
——1947—— -——19 46 1947 1946 
Pages Lines rene Lines Lines Iuinee 
. 56.9 43,997 43.0 33,230 41,160 30,529 
.-. 75.0 58,785 65.2 61,090 47,307 41,5 
38,506 48.1 35,005 33,032 29,759 
.. 51.2 38,688 44.5 33,673 34,664 29,9 
... 35.6 27,902 36.9 28,895 19,032 21,3: 
43.9 33,353 38.2 29,069 26,218 24,40 
52.7 40,469 62.3 40,198 34,676 35,217 
6.3 4,901 6.3 4,925 4,350 4,499 
39.2 29,817 34.8 26,476 23,799 21,449 
51.2 38,682 45.2 34,172 28,297 22,905 
77.3 58,441 66.5 50,256 47,858 41,785 
... 52.0 36,428 50.4 35,278 26,159 35,529 
..- 60.9 46,749 58.4 44,874 41,720 40,40 
48.2 36,444 41.9 31,645 32,473 27,974 
.-. 16.2 17,598 15.5 16,814 17,598 16,814 
.»- 53.6 41,137 51.0 39,184 36,727 35,700 
.-- 26.7 20,234 26.0 19,689 17,882 17,546 


Iowa Homestead. 70.8 55,505 66.0 51,824 48,328 45,698 
Washington Farmer 47.9 36,187 45.2 34,193 32,217 30,495 
Western Farm Life. 50.2 39,337 49.1 38,505 24,530 24,09 
Wisconsin Agricul- 

ee 58.3 45,681 55.3 43,364 41,115 38,604 

Total Group -1,082.9 836,664 990.9 765,577 702,870 655,182 

Bi-Weeklies—March 
Arizona Farmer . 67.1 60,718 45.2 34,216 46,941 32,655 
Dairyman’'s League 

MOWE. vob ete csicaes 12.2 8,881 12.6 9,154 7,432 7,698 
Pacific Rural Press: 

Northern Edition. 84.7 64,044 79.1 59,840 53,414 51,224 

Southern Edition. 77.8 58,762 72.8 55,116 48,019 46,258 
Prairie Farmer .... 93.2 67,821 88.0 64,034 651,453 650,109 

Total Group...... 335.0 250,226 297.7 222,360 207,259 187,944 

Weeklies—March 
Capper’s Weekly 13.6 30,496 11.8 26,518 15,058 11,480 
Weekly Kansas City 

GAGS i cic chau ss 27.0 66,440 24.6 60,714 48,500 47,004 

Tetel Grom... 5 40.6 96,936 36.4 87,232 63,558 658,484 

Dailies—March 
Chicago Daily Drov- 

ers Journal .. 24.6 62,320 24.3 61,743 30,903 28,648 
Kansas City Daily 

Drovers Telegram 38.1 80,989 33.0 70,273 41,057 41,319 
Omaha Daily Jour- 

nal-Stockman . 38.5 81,834 30.2 64,305 54,123 46,4 
St. Louis Daily Live - 

Stock Reporter 22.4 47,573 20.7 42,972 29,904 26,1 

Total Group .....123.6 262,716 108.2 230,293 155,987 141,53 

*Not included in totals. 

Page size changed, effective April 5, 1947. 

tPage size changed since last year, 4 
a*Canadian Coun- 

a 44.3 30,997 55.3 38,753 24,014 29,059 
Country Guide, The 50.4 36,266 45.7 32,918 36,266 32,9138 
*Family Herald & 

Weekly Star: 

Eastern Edition... 91.6 91,565 88.8 88,790 58,137 60,364 

Western Edition.. 88.8 88,790 78.0 78,040 60,364 68,030 
Farm & Ranch 

ee. ee 25.2 18,145 24.9 17,924 16,858 16,747 
*Farmer’s Advocate 
t & Home Magazine 47.1 32,991 39.8 33,514 26,801 27,853 
Farmer's Magazine. 47.1 32,952 42.4 29,693 30,331 27,197 
*Free Press Prairie 

WOOO? w cas kewnns 116.8 131,384 107.1 120,469 64,560 63,992 
*Western Producer. 61.0 65,265 60.5 64,726 31,418 31,284 

Total Group ..... 572.3 528,355 642,5 504,826 348,749 347,444 


*March linage. 


aTwo issues 1947; three issues 1946. 


Farm Papers’ 
April Linage 
Shows 11% Gain 


Cuicaco—Farm paper linage for 
the past month was 11.2% greater 
than in the same month last year, 
according to ADVERTISING AGE’s 
April tabulation of farm linage 
figures. The monthly total was 
2,400,494 lines, against 2,159,549 
a year ago. 

April farm magazines carried 
481,036 lines, up 22.7% from the | 
392,146 they ran a year ago. 
Monthlies in April carried 448,- 
998 lines, a 2.9% gain from the 
436,153 of April, 1946. 

March dailies carried 262,716 
lines, up 14.1% from March, 1946, 
when they carried 230,293 lines. 
March weeklies had an 11.1% 
gain, up from 87,232 a year ago 
to 96,936 last month. 

Semi-monthlies in March car- 
ried 836,664 lines, a gain of 9.3% 
from a year earlier when they 
carried 765,577. March bi-week- 
lies increased their linage 12.5%, 
from 222,360 to 250,226. Month- | 
lies reporting for March showed 
the only loss—down 7.3%, from | 
25,788 a year ago to 23,918 lines. ° | 

Canadian farm papers reporting | 
\for March and April editions 
| showed a 4.7% gain. They carried 
504,826 lines a year ago and 528,- 
355 this year. 


Elects Elder President 


Lou Elder, formerly or ak eel 
dent in charge of sales of the 
|Toronto Electrotype & Stereotype | 
| Company, has been elected presi- | 
| dent of the company. 


Joins Northwest Linseed 


general manager of CBS owned| Company. 


become vice-president in charge 
A. E. Joscelyn has resigned as of sales for Northwest Linseed 


He will continue 


to 


and operated 50,000-watt WCCO, | make his headquarters in Minne- 
Minneapolis, effective May 1, to apolis. 
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Shirer, ex-CBS, 
Gets Top Peabody 
Radio News Award 


NEw YorK—To William 
Shirer last week went one of 
broadcasting’s top ‘Oscars’—the 
George Foster Peabody Radio 
Award for outstanding reporting 
and interpretation of the news in 
1946. 

The award probably will rank 
as the most embarrassing of the! 
year. Only a fortnight earlier 
J. B. Williams Company dropped 
its sponsorship of Mr. Shirer’s 
program; CBS was accused of 
having a hand in the change, and 


L. 


Mr. Shirer resigned from the net- 
work after having served it for 
a decade. (Williams has substi- 


tuted Joseph C. Harsch’s news 
commentaries from Washington 
on the 3:55 p.m., EST, spot for- 
merly held for Mr. Shirer.) 

The citation to Mr. Shirer com- 
mends him “for the truth told us 
about Hitler and Germany,” from 
1938 to 1941, and “for his recent 
warnings of the trouble arising 
in Central Europe.” The citation, 
written by Edward Weeks, editor, 
Atlantic Monthly, and chairman 
of the Peabody Advisory Board, 
adds: “May his voice be heard 
again!” 


John Crosby Gets Award 


A special citation of honor in 
the same class was made to Mu- 
tual Broadcasting System for its 
“Meet the Press” program, which 
went into cooperative sponsorship 
April 4. 

The Peabody awards, 
by the late banker, George Foster 
Peabody, were announced Thurs- 
day by Mr. Weeks and John E. 
Drewry, dean of the University 
of Georgia’s Henry W. Grady 
School of Journalism, which, with 
the National Association of 
sroadcasters, administers the Pea- 
body awards. 

The honors included a special | 
award to John Crosby, New York 
Herald Tribune radio columnist, 
for “his outstanding contribution 
to broadcasting through his writ- 
ings.” 

Other awards included: 

For outstanding regional public 
service: “Operation Big Muddy,” 
program series by Station WOW, 
Omaha NBC affiliate; special cita- 
tion to “The Harbor We Seek,” 
series by Station WSB, Atlanta 
NBC affiliate. 

Outstanding community public 
service: “Our Town,” continuity 

* Station WELL, ABC outlet in 
Battle Creek, Mich.; special cita- 
tion for “Radio Edition of the 
Weekly Press,” by Station WHCU, 
NBC outlet at Cornell University, 
Ithaca, N. Y. 


founded 


Citation for Henry Morgan 


Outstanding entertainment in 
rama: “Columbia Workshop” by 
BS; special citation to ‘“Sus- 
lense,” sponsored by Roma Wine 
Company on CBS, and to the 
Henry Morgan show, sponsored on 
{BC by Eversharp, Inc. 


Jutstanding music: “Orchestras 
f the Nation,” on NBC; special 
tation to “Invitation to Music,” 
‘BS show. 


3est educational show: “One 
World or None,” series by Dexter 
listers on WMCA, New York: 


cial citation to ABC and Rob- 


Saudek, its director of public 
vice, for the adaptation of 
in Hersey’s “Hiroshima” story 
The New Yorker. 


Yo award was made for an out- 


iding children’s program, but 
pecial citation of honor went 
the Association of Junior 
eagues of America for “Books 


ng Adventure,” 
‘hildren’s books. 


26 adaptations 


| national 
| mail 


Massachusetts Beckons 


Industries, Tourists 


The three-county Pioneer Val- 
ley Association of Massachusetts, 
Northampton, is aiming at a goal 
of 500,000 tourists in 1947, using 
a $33,500 budget for newspaper, 
magazine and_ direct 
advertising, and a_ sound- 
color motion picture on recrea- 
tional attractions. 

George V. Wallace Jr., presi- 
dent of the association, has called 
for the organization of an indus- 
trial promotion division to at- 
tract new industries to the area. 


Naird to ‘Newsweek’ 
Robert N. Naird, formerly New 


York district manager of the Gulf | 


Publishing Company, has joined 


the New York sales staff of News- | lined “Side-by-side test will con- | chanan & Co., 


week. 


| Seattle and Tacoma dailies, 


Lucky Lager Beer 
Ads UseTwo-Color 


Space in Dailies 
VANCOUVER, 
Brewery 


Wash. — Interstate 
Company has launched 
a new campaign for its Lucky 
Lager beer, employing two-color 
newspaper space and hard-selling 
copy. 

Two-color pages were used in 
with 
black-and-white in Portland. In- 
terstate is believed to be the first 
to run two-color full-page beer 
ads in northwest papers since pre- 
war days. 

Copy in the opening ad is head- | 
that 


vince you 


Lucky Lager 
It continues: 


tastes lots better!” 
“Compare Lucky 
Lager with any other beer and 
discover for yourself how much 
more delicious it is.” The ad 
makes this flat claim: “Lucky 
Lager was never better and there 
never was a better beer.” 
New plant facilities also 
featured. Half a million 
has already been spent on ex- 
panding the brewery, and when 
the program is completed this fall, 
output will be doubled. 
Ruthrauff & Ryan, 
the agency. 


are 
dollars 


Seattle, 


is 


Names Buchanan Agency 


Pacific Rubber Company, Oak- 
jland; Cal., has appointed Bu- 
San Francisco, to 


age-mellowed | direct its advertising. 


“Ever since 
casting the ‘Court of 
Father keeps reviving our 


Missing 


WEDF Flint started broad- 


Heirs’, 


ancestors.” 


[read HOLLANDS 
bread UBERTY 
A read HOUSEHOLD — 


Is this door 
closed to Your 
Advertising *? 


Southern farm families now have an income 
of nearly SIX BILLION DOLLARS per year. 
Their average cash income per farm is almost 
three times what it was before the war. 


Leading magazines, preferred by urban 


readers, do not cover 


the Rural South. 


The Progressive Farmer’s one million cir- 
culation (3,860,000 readers) in the 14 South- 
ern states fills a big gap in your coverage, 
when added to any list of magazines in which 


your advertising appears. 


You open the door to a great new market 
for what you have to sell, when you advertise 
in The Progressive Farmer—the farm-and- 
home magazine with outstanding leadership 


in readership and prefer- 


ence among the South’s 


prosperous farm families. 


ONE MILLION” 
SOUTHERN 
FARM FAMILIES 


Advertising Offices: 


MEMPHIS, 
Pacific Coast: 


DALLAS, 


BIRMINGHAM, 
NEW YORK, 
Edward S. Townsend Co 


RALEIGH 
CHICAGO 


San Francisco, Los Angeles 
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Nelson Promotes Sharp 

Huntington Sharp, manager of 
the sales control department, has 
been appointed sales promotion 
manager of the Herman Nelson 
Corporation, Moline, Ill., manu- 
facturer of heating and ventilating 
equipment. 


the paid circulation 
and 84.70% renewal record 
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ANPA to Discuss 
Dailies ‘on March’ 


New YorK—‘‘Newspapers on the 
March—1947” will be the theme 
of the Bureau of Advertising ses- 
sion, Wednesday afternoon, April 
23, of the annual meeting of 
American Newspaper Publishers 
Association at the Waldorf - As- 
toria here April 22-24. 

William G. Chandler, Scripps- 
Howard Newspapers, ANPA presi- 
dent: Roy D. Moore, Brush-Moore 
Newspapers, chairman of the bu- 
reau’s governing board, and Irwin 
Maier, Milwaukee Journal, will 
be opening speakers. William A. 
Thomson, administrative director 
of the bureau, will present its an- 
nual report, and Vernon Brooks, 
New York World-Telegram, will 
speak as chairman of the sales 
committee. 

Alfred B. Stanford, bureau na- 
tional director, will describe ‘“‘The 
Turning Tide in Newspaper Ad- 
vertising,’ and Frank H. Meeker, 
Osborn, Scolaro & Meeker, presi- 


dent of American Association of 
Newspaper Representatives, will 
present a “15-Minute Story of 
Five Years of Selling Progress.”’ 

George G. Steele, Philadelphia 
Bulletin, will speak as retail di- 
vision chairman, and John Giesen, 
retail director, will discuss “Let’s 
Talk Retailing.” 


To Keelor & Stites 


Keelor & Stites Company, Cin- 
cinnati, has been named adver- 
tising counsel for the Cleveland 
Automatic Machine Company, 
Cincinnati, manufacturer of auto- 
matic screw machines and high- 
pressure hydraulic die - casting 
machines. Industrial business 
papers and direct mail will be 
used. 


Papers Increase Price 

The Des Moines Register and 
Tribune have increased the price 
of the Sunday paper from 12 to 
15 cents for single copies and 
have raised weekly carrier rates 
for the Sunday paper, plus morn- 
ing Register or evening Tribune, 
from 45 to 50 cents a week. 


SHOE CENTER 
of THE NATION 


Eighty-three factories. . 


and a half Greater St. 


go well shod 


them are also shoemakers to the nation. 


. 17,919 workers 
producing boots, shoes and leather goods 
worth $57,500,000 annually .. 
Louvisans not only 


themselves but 


THE 


plans... 


.A million 


many of 


trading zone... 


ST. LOUIS 


STAR-TIMES 


A solid footing for realistic St. Louis sales 
175,000 circulation and more 
than a half million readers, 85% profitably 


concentrated in the responsive city retail 


used by placers of more 


than ten million lines of advertising in 1946! 


FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 
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Ciel ul 3 


Lt. Col. Farish A. Jenkins, McCann-Erickson assistant account 
exec for the Stromberg-Carlson, Lektro and Congoleum-Nairn ac- 
counts, has been assigned to the 833rd Field Artillery Bn., Organ- 


ized Reserve, New Rochelle, N. Y. . . John Wildberg, director of 
television for the DuMont tele stations, and producer of many 
Broadway hits (‘Porgy and Bess,” “One Touch of Venus” and 


“Anna Lucasta’’?) will head what is probably the first children’s 
summer stock theater in the East, as producer of “Children’s The- 
ater,’ Guilford, N. Y... 

CBS Chairman William S. Paley is chairman of the 
council of the $170,000,000 United Jewish Appeal... 

Kiwanian Tom Peterson of Taylor-Howe-Snowden Radio Sales’ 
Chicago office, made good use of his party-staging talent when 
America’s Town Meeting of the Air was broadcast from Chicago 
He arranged the press meeting with Moderator Denny and his wife 
acting on behalf of the Chicago Kiwanis Club and the ABC net- 
work... 

Will C. Grant, who is retiring as ad director of the Lone Sta) 
Gas Company, Dallas, was guest of honor at a dinner given March 
24 by the Dallas Advertising League and Sigma Delta Chi. Mr. 
Grant was given two traveling 
bags, a brief case and a plaque in 
appreciation of his work for the 


advisory 


league, of which he is a past 
president... 

Richard S. Tincher, western 
mgr. of the New York News, was 


host at a large cocktail party for 
advertisers and agency men in 
the Chicago area at the Drake 
Hotel March 28 before the finals 


of the Golden Gloves boxing 
tournament at the Stadium. In- 
cidentally, Chicago won. The 


tournament is a major promotion 
of the Chicago Tribune. . . 

Chuck Logan, of Foote, Cone & 
Belding’s Chicago office, calls 
March 28 the day that killed him. 
During a tour of the Armour 
Chiffon soap flakes Hint Hunt 
broadcast, he left Hartford, Conn., 
for Worcester for an 8:30 a.m. 
meeting; then flew to New York 
for an 11:30 meeting; then to 
Boston for a 3 p.m. confab, and 
on to Chicago, arriving on home 
grounds just too late for a subur- 
ban train to his home on the Fox 
river, north of Cary, Ill. Not to 
be daunted, he rented a Hertz car 
and drove home, arriving just 
23’ hours after leaving Hartford. . . 

The 1947 Master Editor Award of Northwestern University’s 
Medill School of Journalism was presented March 28 by Dean Ken 
neth Olson to John T. McCune, ed. of ‘“‘Morton’s Spout,’ compan) 
publication of Morton Salt Co., Chicago. The award is given an- 
nually for “outstanding achievement in the field of industrial jour- 
nalism.”’ 

Miller Freeman, head of Miller Freeman Publications, 
the title of bank president as well. 
Nat'l Bank of Bellevue, east-side Seattle suburb, which will open 
next month. .. W. W. Ottaway, publisher and gen’l mgr. of the 
Times Herald, Port Huron, Mich., is planning a bigger and bette: 
cocktail party than ever this year during the ANPA convention in 
New York. It’s set for April 23 at the Ambassador Hotel. . . 

William Bailey, exec. dir. of the FM association, was moderator 
of an FM panel discussion at the March 25 meeting of the Wash- 
ington Adclub. The panel included Roy Hofheinz, pres. of the 
Texas Star Broadcasting Co., Houston; Hugh D. Lavery, account 
exec. of McCann-Erickson, New York, and Leonard L. Asch, op- 
erator of WBCA-FM, Schenectady. . . 

Wright Bryan Jr., editor of the Atlanta Journal, addressed 4 
group of Chicago men at the Tavern Club April 11 on the subject 
of Georgia’s recent political difficulties. Jake Sawyer, of Sawyer- 
Ferguson-Walker, the Journal's national representative, was host. 

Harrison Davis, partner of Fielder, Sorensen & Davis, presented 
202 certificates to students who had completed courses in the 
Golden Gate College school of advertising at the April 16 meeting 
of the San Francisco Adclub, sponsor of the school. . . Honor gues's 
at the annual dinner dance held April 11 by the Advertising Won- 
en of New York included Dorothy Thackrey, publisher of the Nev 
York Post; Elon Borton, AFA prexy; Allan T. Preyer, chairm: 
of Morse International; Robert D. Swezey, v.p. of Mutual, and Gi'- 
bert Hodges, board chairman of the New York Sun... 

Ed Flynn, program dir. of WSNY, Schenectady, and Cece Woo:'- 
land, promotion dir. of the station, have been appointed chairn 
of the radio committee and advertising committee, respectively, 
the “Town of Tomorrow,’ a community betterment plan recen'’) 
inaugurated in Schenectady. . . 

Dorothy Dignam, copywriter and publicity specialist on gem : 
counts for N. W. Ayer in New York, and Mary E. Lewis, 
Gallery of Diamonds and Dolls, a collection of 
foreign dolls originally sponsored by Ayer for diamond engagem« 
rings and since 1944 touring the country, have written “The M 
riage of Diamonds and Dolls,” published by H. L. Lindquist Pu 
lications. . 

House Beautiful staffers honored Publisher 
with a luncheon at New York’s Stork Club on April 7, 
20th year of association with Hearst Magazines. Dick joined 
organization as western ad mgr. of American Druggist on April 
1927, moved to New York to become Town & Country publis! 
nine years later, and two years afterwards took over 


HOLIDAY — Monroe F. Dreher, 
York agency head, 
Easter 
Manor Golf Club, Bermuda, where he 


New 
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was on vacation with Mrs. Dreher and 


their daughter. 
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Marketing’ Names 
Canada’s 100 Top 
Users of Space 


TORONTO — The Dominion gov- 
‘rnment in Canada spent by far 
he largest amount for advertis- 
ng in Canadian publications last 


ear, Marketing reports in _ its 
\pril 12 issue. The trade pub- 
ication lists the 100 largest ad- 


ertisers in Canada using daily 
ind week-end newspapers, maga- | 
ines and farm papers. 

The report shows that the 
Canadian government spent $940,- | 
331 in 1946, as compared with $1,- | 
285,710 when it led the field in| 
1945. In second place is Lever | 
Brothers Company, with $581,076. 
General Foods is third with $571,- | 
931. 


The compilation, based on 
neasurements of ads by Elliott- 
Haynes Advertising Linage 


Audits, shows that the top 100 
publication advertisers spent $13,- 
370,253 last year, or about 8.4% 
more than the $12,333,352 spent 
by the top 100 in 1945. The group 
accounts for 55.61% of the total 
expenditures in the four groups 
of publications measured. 
Top 20 Listed 

Other leading advertisers in- 
clude: Fourth, Colgate-Palmolive- 
Peet, $480,308; fifth, Standard 
Brands, $433,028; sixth, Kellogg 
Company, $422,917; seventh, Ster- 
ling Drug, $404,953; eighth, Im- 
perial Tobacco, $374,882; ninth, 
Procter & Gamble, $335,283; tenth, 
Canadian Breweries, $278,996. 

Additional rankings are: 141, 
Bristol- Myers Company, $269,- 
780; 12, H. J. Heinz Company, 
$234,142; 13, General Motors, 
$231,332; 14, National Breweries, 
$213,690; 15, Quaker Oats Com- 
pany, $194,390; 16, Canadian Cel- 
lucotton Products, $190,307; 17, 
Canadian Pacific Railway, $181,- 
796; 18, Canadian General Elec- 
tric, $176,829; 19, Thomas J. 
Lipton Ltd., $161,846; 20, Swift 
Canadian Company, $151,268. 


Appoints Meyer A.M. 


William Meyer, formerly ad- 
vertising manager of the Tele- 
Tone Radio Corporation, has 


joined De Jur-Amsco Corporation, 
Long Island City, in the same 
capacity. De Jur’s photographic 
line includes exposure’ meters, 
projectors, enlargers, and motion 
picture cameras. 


EYE/CATCHERS| 


WHY DOESN’T SOMEBODY 
TELL HIM!! 


We did, snooks, but Mr. Advertiser here is 
story again. 


EYE’ CATCHERS is the only type of pho- 

raphic service that provides such variety 
human-interest, still, scenery, animal 
rer 


Luscious fruit and E. C. : 

th appeal to the eye YOU MUST 
\TCH THEIR EYE BEFORE YOU CAN 
VAKE THEM BUY! 


are synonymous. 


Aopeals to the mind too, because E. C. 
tos practically do your thinking for you. 
eral eye-catching captions for any type 
business can be written around each 
to. We do it every day. 


A peals to your instincts because the cost 
larned little. Write on your letterhead 
samples. 


EvE’ CATCHERS, Ine. 


10 E. 38th Street 
New York 16, N. Y. 


‘Sat. Review,’ WNEW 
Build New Radio Show 


The Saturday Review of Litera- 
ture and Station WNEW, New 
York, are cooperatively producing 
a new radio series titled ‘Let’s 
Balance the Books,” featuring 
Louis Untermeyer, author, editor 
and critic. The series. started 
April 13 and will be heard every 
Sunday, 6:35 to 7 p.m., EST. 

The purpose of the show is 
“to stimulate interest in reading 
of books,” say officials of the 
Saturday Review. Format _§in- 
cludes panel discussions, ques- 
tions from the studio audience, 
games and prizes. Present plan is 
to transcribe the show and make 
the platters available to other 
stations in other cities without 
charge. 


Names Phil Gordon 


Chicago Western Corporation 
has named the Phil Gordon 
Agency, Chicago, to handle the 
advertising promotion of Pina- 
fore brand canned whole chicken. 
A campaign, using local news- 
papers and radio spots in selected 
markets, is being tested in Madi- 
son, Wis. 


Pennsylvania 
House Approves 
Apple Promotion 


HARRISBURG, Pa.—A bill to tax 
apples one cent a bushel to fi- 
nance a $100,000-a-year state ad- 
vertising and publicity program 
has passed the House of Repre- 
sentatives and been sent to the 
state Senate for concurrence. 

The apple growers themselves 
are asking for the tax and spon- 
sored the enabling legislation 
through the State Horticultural 
Association. The bill, introduced 
by Rep. yeorge A. Goodling, 
Loganville apple grower, would 
create a state apple board in the 
Department of Agriculture to ad- 
minister the Pennsylvania apple 
publicity program. 

In addition to serving as a pub- 
licity headquarters for the apple 
producers, the board would con- 
duct scientific research on the 
“health, food, therapeutic and 
dietetic value of apples.” 


Recipe Breaks Drive 


Recipe Foods, Inc., Baltimore 
and Terre Haute, Ind., has opened 
its campaign for Bennett’s New 
Recipe salad dressing with ads in 
more than 250 newspapers in 32 
states. Point-of-sale and _ other 
dealer material will support the 
newspaper copy. S. A. Levyne 


Company, Baltimore, is the 
agency. 
Joins ‘Purchasing’ 

Ted Driscoll, formerly in the 


New York office of Conover-Mast 
Publications, has joined Purchas- 
ing as representative in Michigan, 
Indiana, and Chicago, where he 
will make _ his’ headquarters. 
Wayne Geyer, with the magazine 
for a year, will be representative 
in Illinois, Missouri, Wisconsin, 
Minnesota and Iowa. He also will 
maintain Chicago headquarters. 


Appoints Edson V.P. 


Rodric D. Edson, formerly sales 
manager of Associated Under- 
writers Corporation, Kansas City, 
has been appointed vice-president 
of Tri-State Advertising Agency, 
Joplin, Mo., and Wichita, Kan. 


71 
Marks 2Nth Birthday 


Station WOV, New York, 
marked its 20th anniversary in 
the Italian language radio field 
April 19, with a birthday party, 
attended by sponsors and govern- 
ment officials. The festivities were 
broadcast between 2:30 and 3:30 
p.m. 


Gest 
RACINE “3242, 


‘TRANSPORTATION 


Great Lakes notural herbor 


The JOURNAL-TIMES 


RACINE, WISCONSIN 
THE ALLEN KLAPP CO. REPRESENTATIVES 


fiction 


Arresting ...concise... revealing headI]Ines. 
Pictures. Short ... varied... interesting news 
stories. They combine to make up Herald-American 
front pages. Such stimuli to action make this family 
newspaper first choice of more than 500,000 
each evening and over 1,000,000 on Sunday. 


The tang of salt air... the zest of fresh moun- 
tain green ... the thrill ofa long, straight drive 
down the fairway ... the giren song of the reel as 
it parries that gamy fighter were transplanted to 
Chicago in the Sports and Travel Show by the 
Herald-American for eleven thrill-packed days. It 
was a gilt-edged plan for action and the response 


in spectators was mdére than 200,000 strong. 


Top quality product ... fair price... right 
media ... the Chi¢ago Herald-American . . . ideal 
combination for sales. The advertiser's comment, 
“The response'to our full-page ad for Club Alumi- 
num was terrific!”... “By virtue of performance 


your paper has top priority in schedule planning!” 


Circulation ... response... sales... practical 


measures of results... conclusive proof of action 


from the pages of the Chicago Herald-American. 


EVENING AND SUNDAY 
Nationally Represented by HEARST ADVERTISING SERVICE 
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| Gets Trailer Account 


A. Young & Sons Iron Work 

| Portland, Ore., has appointed the 
| Roscoe W. ‘Segar Advertising 
| Agency, Portland, as its advertis- 
| ing counsel for introduction of the 
| Beaver line of utility trailers. 
| Farm and sports publications will 
| be used, with newspapers in 
| metropolitan cities to follow. 


"THE LETTER SHOP, Inc. 


481 G. Dearborn St., Chicago 5, Hlinois 


Here Are FACTS 


and FIGURES 


In Schenectady 
The GAZETTE 
Always LEADS! 


% TOTAL ADVERTISING for the Year 1946 


GAZETTE 9,339,729 lines 
Qnd Paper 8,538,166 ines 
Gazette Lead 801 563 ines 


(Authority: Media Records) 


Also First in Circulation and Reader Confidence 


G SCHENECTADY F 


National Representatives 


REY NOLDS-FITZGERALD, INC., 


Stations Asked 


to Rank Promotion 
Aids in CBS Poll 


New York—The Columbia 
Broadcasting System recently 
queried its affiliated stations to 


discover what program promotion | 


|techniques they were using, and 
mailed them by the 
valuable. 

Last week, 146 of Columbia’s 
|affiliates had replied, all but one 
|endorsing the company’s promo- | 
{tional help as 
purpose.” 


company 


|the network, 121 said recordings, 
ranging from 10 to 60 seconds. | 


umn, 
other half preferring 70 
double column. 


lines, 


‘if they found the promotion kits | 


In answer to specific queries on | 
'the kind of help they want from | 


Ninety want advertisements, about | 
half naming 70 lines, single col- | 2€W _house-cleaning 
as the ideal size, and the 


said they want them, and most 


like the 24x30 inch size. Most 
also voted in favor of basic dealer | 
letters, glossy prints of stars, and 
client and agency contacts. 

In describing their present pro- 
motion techniques, all respondees 
said they used local announce- 


ments, with 197 the average num- | 


ber used monthly. Thirty-one re- 
ported using outdoor advertising 
and 99 said they advertise in 
| newspapers. 

Movie trailers are used by 29 of 
the affiliates and 117 mail out 
dealer letters. 


‘Eureka Establishes 


“serving a useful! Home Service Bureau 


The Eureka division of the 
|Eureka Williams Corporation has 
established, at its plant in Bloom- 
ington, Ill., a home research bu- | 


Springfield, Mass., 


Advertising Age, April 21, 1947 


and (3) staging of home cleaning 
clinics in department stores and 
at public utility companies. Other 
projects will include publication 
of a handbook on house cleaning; 
development of home organiza- 
tion work charts for housewives: 
and dissemination of information 
to housewives, home economists, 
editors and students through pub- 
lication of pamphlets and litera- 
ture. 

The bureau will have a perma- 
nent staff of a director, an assist- 
ant, advisory officers, and a group 
of associate members, who will 
be announced soon. 


‘Schedules Exposition 


The Eastern States Exposition, 
has scheduled 
its first show in six years for Sep- 
tember 14-20. The exposition 
management has abandoned the 


reau to conduct a research and | usual exhibit booths in favor of 


techniques. 
| Initial activities will include (1) | 
establishment of a 


foundation at a university where | 


educational program to promote|a modern department store ar- 


| rangement, with eight aisles radi- 
| ating from the center information 


research.) booth in the Industrial Arts build- 


‘ing. “New products and equip- 


studies of home cleaning prob- | ment to make living and working 


In regard to posters, 88 stations | lems will be conducted; (2) test- | easier 
ing of new cleaning equipment; ' 


and more enjoyable” will 


be featured. 


FF coun 
MILLER & 
HUTCHINGS, 


‘207 WORTH ‘aichicae lll Wes 
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‘Chug-Chug’ First 
Children’s Album 
to Use Sonovox 


CHICAGO — Sonovox, through 
which foghorns, trains and or- 
sans have become articulate to 
iarangue radio listeners, is being 
ised by Jackalee Records, Inc., to 
vring life to “Chug-Chug, the 
Talking Engine,” its first album 
for juvenile phonograph fans. 

Through close association with 
Wright-Sonovox, Inc., Jackalee 
Records plans to use Sonovox for 
a new juvenile album every three 


months. The “Chug-Chug” al- 
bum went on sale early this 
month. Present distribution for 


the company is handled by dis- 
tributors in greater New York, 
Minneapolis, covering five states, 
and Chicago, covering another 
five and one-half states. Even- 
tually, distribution will be ex- 
tended throughout the country. 
The company’s principal pro- 
motion now is based on a strong 
point-of-sale presentation. The 
album itself is designed to form 
an attractive counter’ display 
either folded or opened. Dealers 
also will be able to get elaborate 
window displays projecting the 
album design. For the “Chug- 
Chug” window display, the engine 
in the album will be featured 
with moving parts, plus a speaker 
which will carry sounds of the 
train’s whistle and exhaust. 


Co-op Ads Planned 


Cooperative newspaper copy 
with local dealers is planned in 
the near future, and a national 
magazine campaign is the com- 
pany’s aim when distribution be- 
comes national. 

Use of Sonovox for juvenile 
records is believed to be a recent 
development. Originally designed 
by Gilbert Wright, son of Harold 
Bell Wright, it has been confined 
to radio use principally, although 
it has made infrequent movie ap- 
pearances. A full length feature 
movie using Sonovox almost en- 
tirely for the sound, is reported 
being made in Hollywood now. 

One of the biggest obstacles in 
production of records using Sono- 
vox is getting capable articulators. 
They must have an uncanny sense 
of timing to shape words for the 


sound which comes from twin 
transmitters held on either side 
of the articulator’s throat. The 


articulator, who can rarely hear 
the sounds being transmitted, 
carries his or her own accent into 
the recording. .So far, the com- 


pany says, midwestern accents 
are best for Sonovox. 
Use of Sonovox may mark a 


new era in the child record field. 
There are now about 250 makers, 
most of whom use the narrator 
style accompanied by orchestral 
ackground. 

Jackalee Records, Inc., which 
Vas organized in January, is 
headed by J. M. Gleason, presi- 
lent, who also is general man- 
iger of the Chicago office of 
Wright-Sonovox. Other officers of 
the company are Leslie J. Walker, 

‘e-president, and Gus Hagneah, 

‘retary. The company recently 

anged its name from Playtime 
Records, Inc., when it was learned 

it the name “Playtime” 
pyrighted. 


was 


Launches Footwear Drive 


rraceline Footwear Ltd., Mon- 
‘al, has launched a national ad- 
ertising campaign for the first 

‘ine, using copy in rotogravure 
tions of weekend papers, both 

English and French. The intro- 
ctory ads feature the Ballerina 
ve, with copy reading “Grace- 
ly Yours.” The account is 
idled by the Montreal office of 
J. Gibbons. 


'with the agency for 


R&R Appoints Gordon 

Ruthrauff & Ryan, New York, 
has elected Daniel M. Gordon, 
manager of the media depart- 
ment, vice-president and director 
of media. Mr. Gordon has been 
more than 
25 years. 


‘Byer-Rolnick Names Two 


Byer-Rolnick Company, Gar- 
land, Tex., hat manufacturer, has 
appointed Charles Haas, formerly 
president of the American Hat 
Company, as head of its New 


| 


York office, and Frank Stack, for- 
merly with Hat Corporation of 
America, in charge of its New 
England and New York state ter- 
ritory. The company is planning 
nationwide distribution of its Re- 
sistol hats. 


IAA Elects Shugert 


Charles W. Shugert, 
to the advertising manager of 
Shell Oil Company, has_ been 
elected president of the Industrial 
Advertising Association of New 
York. R. D. Towne, W. L. Towne 


assistant 


Advertising, is the new  vice- 
president; H. E. Fry, North Amer- 
ican Philips Company, is second 
vice-president; and F. C. Meystre 
Jr., De Laval Separator Company, 
is secretary-treasurer. 


Zaiser Joins Prima 


Joseph D. Zaiser, for four years 
general sales manager of Colum- 
bia Wax Works, has joined Prima 
Products, New York, national dis- 
tributor of Aquella water repel- 
lent, as sales manager, a newly 
created post. Mr. Zaiser was pre- 


73 


viously in charge of major appli- 
ance sales in eastern states for 
Landers, Frary & Clark (Univer- 
sal appliances) and with the 
Graybar Electric Company. 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314.N. Michigan Ave. Cem. 3373, Chicago 1 


Rain In‘The ace Never Knew About MOISTORE CONTROL 


@ It must have been downright annoying to that old 
Indian if his life was like his name implies. 

But it couldn’t have been any worse than the annoy- 
ance your printer feels when you specify a paper whose 
moisture content has been left to shift for itself. 

The Chillicothe Paper Company poe the idea 


of a built-in and closely controlle 


moisture content 


in printing papers. Without going into the fine de- 
tails of what happens to paper on a press, we simply 
suggest you ask your printer about Chillicothe Papers 
before you specify your next job. 

He'll probably tell you that they’re the natural team 
mates of inks and presses. They invite realistic repro- 
duction without exacting a premium in printer’s skill. 


h 


Y Ve 


Increased production capacity will soon provide 
Chillicothe quality for more users. Keep asking for it. 


CHAMOIS TEXT ° 


Moker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 


CHILLOTINTS 


GREETING CARD PAPETERIES 


—ask us about them 


yl? 


é 
THE CHILLICOTHE PAPER CO. 


CHILLICOTHE, 


Onio 
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hat you shou d know about Sex i 


to sell Jrave 


CELEBRA 
Republic 
Clevelanc 
was Repu 
is the pr 
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HIRSUTE- 
Wednesda 
Ulysses W 
by fellow 

charactors, 


Long before some medieval genius invented the magic carpet, well-turned 
female ankles were turning male heads (and vice versa). Psychiatrists attribute 
this interest in the opposite sex to something they call the id. 

When a couple of ids see eye to eye, the Couple usually blurts out “I do”— 
and after their pulse-rates return to normal they set out in pursuit of the American 
standard of living. 

That means, of course, that they'll do plenty of traveling. And since a vacation 
is usually a family affair, male and female have to agree where to go and how to get 
there. To be sure, some males travel without females, some females are unescorted 
by males. But practically no one makes travel reservations except males and females. 


Either together or separately. 


So whether you hawk hotel suites or bus seats, Pullman or deck space, you've got 
to sell two sexes — males and females. 


And who can woo males and females like The American Magazine! 


Dollar for dollar, page for page, no other magazine can match the multimillion 


The American 


SHALAZINE 


male-female circulation delivered by .. . 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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PANION 


idvertising Age, April 21, 1947 


CELEBRANTS —L. S. Hamaker, left, assistant general manager of sales of 

Republic Steel Corp., and Joe Fewsmith, president of Meldrum & Fewsmith, 

Cleveland, with a display marking the agency's |7th anniversary. Mr. Hamaker 

was Republic's first ad manager and the agency's first client. Chester Ruth 

is the present ad manager of Republic, and Barclay Meldrum, chairman, is 
the other partner of M&F. 


HIRSUTE—Here's Henry Morgan presenting ‘Trade and ‘'Mark'’ on his 

Wednesday night CBS program, as regular Eversharp razor users. The two— 

Ulysses Winans, left, and Simon Gibson, of Poughkeepsie, N. Y.—were chosen 

by fellow workers of Smith Brothers as the best representations of the famous 

charactors, in connection with Smith Brothers’ 100th anniversary. Biow Co. is the 
agency for Eversharp. 


“Come with me,” said Alice, “Pll show you why 


Ford’s Out Front!” 


‘CRD FOR ALICE—Ford Motor Co. will adopt an Alice in Wonderland 
‘heme for its May-June magazine series for Ford cars, through J. Walter 
hompson Co. This advertisement will appear in American Legion, Collier's, 
‘cliday, Life, Look, Newsweek, The Saturday Evening Post and Time. Other 
ord car advertising in this period will run in these and other magazines. 


HOTOGRAPHIC REVIEW 


FOR OUTDOORSMEN — Diamond 
Match Co.'s peacetime version of its 
armed forces water resistant match is 
reaching retail outlets in this eight- 
box counter display carton. The NEW SERIES—St. Mary's Woolen Mfg. Co. will use this full-color page in 


matches will light while wet, and are national magazines next fall as one of its 1947 series. Copy stresses "pride, 

guaranteed to function even after a protection, thrift." Gibbons O'Neill Co., Cleveland, handles the account. (Story 
four-hour dunking. on Page 60.) 

ROW PRMNETIVANIA Ran ROADS ‘ $ pwet ere 

eet _aatt@@gy THROUGH PASSENGER SERVICE c 


BY PEMMS YL VAMIA RAILROAD LINKS THE MATION TOGETHER : > conned pa 


Preredatodun Berto. 


mares 


Cncnen Monde 


PENNSYLVANIA RAILROAD ee" sos i 
© Simning Ke Atm @ 


PENNSY'S ANSWER—The Pennsylvania, probably the first major railroad to “reply to Robert R. Young's famous “hog” 

advertisement of a year ago, presents graphically in this magazine spread the through passenger service it offers in 

collaboration with other railroads. Its through service is expanding, too, Pennsy says. Al Paul Lefton Co., Philadelphia, 
is the agency. 


pe. 


AT TONY MARTIN OPENER—Star, sponsor, agency and network lineup at the Tony Martin premiere includes (left to right) 

Myron P. Kirk, radio director, Kudner Agency; T. H. Webb, vice-president, Texas Co.; Tony Martin; Donald W. Thornburgh, 

vice-president, CBS western division; Drewry E. Beaton, territorial sales manager, Texas Co., and J. H. S. Ellis, president 
of Kudner Agency, New York. 
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the St.Paul Dispatch 
and Pioneer Prese are 
the Only Daily Papes 
Read by 9O% of the 
331,000 people in 
the St, Pout A 8. C. 
city zone.” 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper 


RIDDER-JOHNS, 


NEW YORK CHICAGO 
342 Madison Ave Wriqley Bldg. 


INC.—National Representatives 


DETROIT 
Penobscot Bldg 


ST. PAUL 
Dispatch Bldg 
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Chicago Agency 
Production Men 


Form New Club 


Cuicaco—E. T. McBreen, pro- 
duction manager of J. Walter 
Thompson Company, has_ been 
elected first president of the 
newly organized Advertising 
Agency Production Men’s Club of 
Chicago. 

Other officers elected at the 
initial meeting were: Vice-presi- 
dent, Vaughan Jones, Hill Blackett | 
& Co.; treasurer, Fred E. Tulp, 
Henri, Hurst & McDonald, and 
secretary, Henry Oberster, Young 
& Rubicam. The executive com- 
mittee includes the officers and 
George Heiland, Foote, Cone &| 
Belding; Ernest E. Klostermann, 
Batten, Barton, Durstine & Os- 
born, and Erwin A. Miessler, 


| Needham, Louis & Brorby. 


Membership in the club hinges 


duction in mechanical 


> 


manager 


production work in recognized ad- 
vertising agencies in the Midwest. 
However, assistants and associates 
may be recommended for mem- 
bership by the production man- 
ager. 

Objectives of the new group, 
as stated in the constitution, are: 
(1) To study mechanical produc- 
tion problems; (2) provide for 
proper educational programs; (3) 
promote cooperative social activi- 
ties; and (4) cooperate with any 
other production men’s. clubs 
which may be formed in other. 
cities, and with other associations, 
in promoting and advancing pro- 
duction standards. 

Informal meetings of a number 
of the members started last Sep- 
tember. A_ constitution was 


and provision made then for com- 
pletion of the organization and 
election of officers at the April 8 
meeting. Mr. McBreen had served 


| |as president pro tem. 
on active engagement as a pro-| 


Named as committee chairmen | 
at the inaugural session were: 


Advertising Age, April 21, 194 
Membership, L. F. Schenkenberg 
Arthur Meyerhoff & Co.; educa 
tional, Robert H. Stracke, Roche 
Williams & Cleary; and entertain 
ment, John M. Demko, Leo Bur- 


nett Company. 


To Promote Neckwear 


‘Wear a tie and look your best” 
will be the slogan of a $1,000,000 
advertising and public relations 
drive to be launched by the Men’; 
Tie Foundation, Inc., through Ab- 
ner J. Gelula & Associates, Phila- 
delphia. The recently formed 
foundation acts as coordinator of 
the Men’s Neckwear Manufac- 
turers Institute and the Tie Fab- 
rics Association, both of New York. 


'Feem Adoraitecs Glub 


adopted at the March 11 meeting, | 


Former members of the San 
Francisco Junior Departmenta! 
and other advertising, newspape: 
and radio men in the city have 
formed the San Francisco Ad- 
crafters, a new luncheon club to 
| meet monthly. Bill Cook of the 
J. J. Weiner Agency is member- 
‘ship chairman. 
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Toptligh ' Cutedeee Adnaine 
Printed Tape Will Reduce Costs 


PER STORE PER DAY 


PER INSTALLATION 


TopHligh t printed cellulose tape 
can be applied in an instant without 
moisture, paste or glue. Colorful, quality 
printing that is easy to place and stays 
placed longer. 


COSTS LESS 


TO BUY 
TO APPLY 


Write For Samples and Quotations 


TOPFLIGHT TAPE CO. 


, Printed Tape Division —Topflight Tool Co., Inc. 
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ONE COLUMBIA STATION SERVES THEM ALL! 


7 out of 10 Northern California 
Radio Families 


Of the 837,000 families living in KQW’s primary listen- 
| ing area, 96.8% are radio families —that’s 6% above 


the 


national average. 


And these same families total 72% of all Northern 


California’s radio families. 


KQW serves these prosperous, radio-minded families 


exclusively for Columbia—and delivers them at less cost. 


Sa 


EXCLUSIVELY ¥ 
Delivers the Columbia 14 County 


n Francisco-Oakland Bay Market! 


Represented Nationally by Edward Petry & Co. Inc 


a 740 on your dial 


~ San Francisco Studios 
Palace Hotel 
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CBS CHAMPION — Paul 
[right), of the CBS construction and 
building operations department, proves 
himself tops at selecting a new name 
for the choral group of the network. 


Thompson 


For his prize-winning title, ‘CBS 


Choraleasters,"" Mr. Thompson receives | 


a certificate for a table model radio 

from Edwin Reynolds of CBS network 

sales, who acted as chairman of a com- 

mittee which conducted a 

among the organization's employes for 
the new name. 


ope Tops Hooper 


ist of First 15 


New YorK—Bob Hope, pulling 
30.9 Hooperating, topped the 
rst 15 evening programs in the 
pst released ratings of C. E. 
Hooper, Inc. Behind Hope came 
ibber McGee & Molly, with 26.2; 
losely followed by Bing Crosby, 
jith 25.8 and Red Skelton with 
4.7. 


Crosby’s rating—with Al Jolson | 


id John Charles Thomas as| 
uests—was the highest he has 
ulled during the season. 
The box score: 
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ruth or Consequences......... 
Breat Gildersleeve 
falter Winchell 


19.1 


The Benny and Winchell ratings | 


clude second broadcasts. 
“Ma Perkins” led the top 10 day- 


Portia Faces Life’ with 7.8, and 
Vhen a Girl Marries” at 7.6. The 
nth show was 
ollywood” (Procter & Gamble) 
ith 6.6, just 1.6 points from the 
ader. 

The “Top Ten” daytime shows: 
i Perkins (CBS) é 


x 


Then A Girl Marries.........3.. 7 
t Jenny —— > 
te Smith Speaks...... er 7.3 


ING Wraaer BPOWM .s6cccscce 7.1 
SC DRC eee at bbe 's eae a's i ial ae 
er Young’s Family..... vee CR 
ance of Helen Trent........ 6.6 
reakfast in Hollywood (P&G). 6.6 


illette Sponsors Derby 
For the eighth consecutive year 
illette Safety Razor Company, 
oston, will sponsor the exclusive 
BS network broadcast of the 
entucky Derby, to 
3 from 6:30-7 


p.m., EDT. 


me shows, with 8.2, followed by | 


contest | 


“Breakfast in| 


be aired | 


Ss the 12th year the race has | 


fen heard exclusively over Co- 
la, 
Dominion network of the Ca- 
dian Broadcasting Corporation 
'y the three CBS stations in 
lawaiian Islands. Maxon, 
Detroit, is the agency. 
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agle Appoints Rudy 
arles M. Rudy has been ap- 
‘ed vice-president in charge 
les of John M. Eagle & Co., 
igo, producer and distributor 
e foods. 


MA Plans 1-Day Meet 


American Marketing As- 
ion will hold a_ one-day 


conference Friday, May 2, queues 


> Rackham 


} Memorial Hall, 
Ctroit. 


and will be carried by | 


Brand Names 
Appoints Gair as 


New Consultant 


New YorK—Milton S. Gair, 
Redlands, Cal., retailer, has been 
named point-of-sale consultant to 
the Brand Names Foundation, it 
was announced here last week in 
connection with the group’s cele- 
bration of Brand Names Day. 

Mr. Gair’s men’s wear store has 
made periodic brand name history 
since the early 1930s, when he 
first cut loose with an advertise- 
ment headed ‘“‘Would you buy an 
automobile without the maker’s 
name on it?” (AA, Oct. 28, 46). 

Mr. Gair uses the term “maker’s 
brand names,” and carefully ex- 


| plains the difference: ‘‘The major 
|mass distributors of private labels 
/have in their long-range strategy 
| progressively conditioned the con- 


sumer to accept private label 
brands as ‘famous name _ brands’ 
or ‘famous national brands.’ I 


have hundreds of their ads show- 
ing the progressive development 
of this plan... 

“If we qualify all our projec- 
tions from the consumer’s stand- 
point on the same expressions— 
famous national brands—we will 
do exactly as major private label 
dispensers wish, accelerate ac- 
ceptance of their brands as na- 
tional brands. 

“When we qualify our copy as 
‘maker’s brand names’ we are tell- 
ing a story they cannot tell. I 
will defend anyone’s right to make 


|and sell private labels. We must 
| protect that right. . . I sincerely 
|believe that the maker’s brand 
name system offers a lot more.” 


To Air Baseball Games 


Signal Oil Company, through 
Barton A. Stebbins Agency, Los 
Angeles, and Remar Baking Com- 
pany, through Garfield & Guild, 
San Francisco, will sponsor broad- 
casts of the complete schedule of 
| Pacific Coast League baseball 
games played this year by the 
Oakland Oaks. Sportscaster Bud 
Foster will describe the approxi- 
mately 186 games. 


Uses Four-Color Cover 

Effective with the April, 1947, 
issue, Kiwanis Magazine, Chicago, 
is using four colors in its cover 
design. 
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Get to Chain 


store fountain men 
through the book that 


serves their interest . 


market, the 


Moline, Ill.) 


With four stations NOW operating in this 


Hooper listening index for 


January-February shows WHBF's share of the 
morning audience in the Quad-Cities (Daven- 
port, lowa, and Rock Island, Moline and East 


is greater than ALL OTHER 


STATIONS combined. 


WHEF also is FIRST Monday thru Friday .. . 
also Sunday afternoons; and at night is a 


close second. 


Here is the New Story (By Hooper): 


MORNING INDEX —8 TO NOON, MONDAY THRU FRIDAY 


WHBE | STATION | STATION | STATION 
53.5 | 323 SS Se! 4.7_ 
AFTERNOON INDEX — NOON TO 6 P.M., MONDAY THRU FRIDAY 
wipe =| | ATOM | STANON | STATION 
27.8 | 23.8 | 13.4 | 5.7 
SUNDAY AFTERNOON INDEX—NOON TO 6 P.M. 
weer STATION STATION STATION 
25.1 | 21.5 | 15.7 | 5.8 
EVENING INDEX—6 P.M. TO 10:30, SUNDAY THRU SATURDAY 
— oe | oe | ae 
— | ae | 9.3 | * 
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The Above Index Covers the Four Quad-City Stations 
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78 
Collaborate on Visor 


Samuel Moore & Co., Kent, O., 
has made a sales and manufactur- 
ing agreement with the Polaroid 
Corporation, Cambridge, Mass., 
to distribute a new polarizing sun 
visor for bus and truck markets. 
The new visor carries the name 
Rub-Bub Polaroid safety sun 
visor. Trade publication and di- 
rect mail promotion will be 
launched in June through Palm & 
Patterson, Cleveland. 


*THERE'S PLENTY OF 
*BUSINESS IN 


Get Your 
Share By 
Using... 


Keystone System's 
Revenues Up 25%, 
Prospects Rosy 


Transcription Net's 


Charges Under Those 
of Major Networks 


Cuicaco—In his book “The 
American Radio,” Llewelyn 
White, broadcasting’s severest 
critic, called among other things 
for wider use of transcriptions. 
He spoke of the high cost of wired 
service to small stations and 
pointed out that much of America 
cannot hear distant stations. 

It is curious, therefore, that he 
nowhere mentioned Keystone 
Broadcasting System, the nation’s 
only “transcription network,” 
which undertakes to fill the broad- 


casting needs of that large seg- 
ment of listeners for whom Mr. 
White weeps so copiously. 

Keystone has 260 affiliated sta- 
tions, or a fourth of all the sta- 
tions in the U. S. Few people 
who live in big cities have heard 
a Keystone program or know that 
the network is operating. Those 
advertisers who take the major 
networks’ beautifully lithographed 
coverage maps at face value 
probably have given no thought 
to Keystone. 


KBS Volume Up 25% 


More of them may be doing so 
now, however, since American 
Tobacco Company revealed that 
a large part of its six-week $1,- 
000,000 Lucky Strike spot cam- 
paign is going into Keystone sta- 
tions and 300 other small stations 
via Keystone (AA, March 24). 

But Lucky Strike is only an- 
other in a long list of nationally 
advertised products to be plugged 
on KBS stations. Other KBS cli- 
ents. include Miles Laboratories, 


“Lever Brothers, Dr. W. B. Cald- 


RF ae 


SPEAKER AT HOLLYWOOD CLUB—Ken R. Dyke (left), NBC vice-president 

in charge of broadcast standards, spoke at the April 7 meeting of the Holly. 

wood Adclub on "Informing and Educating the Mikado." With him, here, are 

Sidney N. Strotz (center), vice-president of NBC's western division, and Charles 
W. Collier, managing director, Advertising Association of the West. 


well, General Foods, Block Drug 
Company, Grove _ Laboratories, 
California Fruit Growers Ex- 


Stanco and many others. 
Keystone doesn’t tell what its 
billings are, but the eight-year 


change, United Fruit Company,|old network must be doing well 


AY, ' : 


THEY BELONG TOGETHER 
LIKE A HORSE AND BUGGY 


Advertising that stops at city limits can't help 
salesmen who go beyond. 
salesmen do go beyond the city limits to sell the 
dealers who serve two-thirds of the market's 
three million population. 

Only in the Post-Gazette will your daily news- 


é 


In Pittsburgh, your 


@ The Post-Gazette has the 
largest circulation of any 
Pittsburgh daily newspaper! 


REPRESENTED NATIONALLY BY MOLONEY, 


Concontiate 


paper advertising work effectively with your 
salesmen selling the million central city folks— 
and travel with them to help sell two millions 
more living in 144 nearby cities and towns. That 
means maximum sales from your Pittsburgh 
advertising. 


POST-GAZETTE 


One of Americas Great Newspapers 


REGAN & 


The billings in 1945 were 52% 
over 1944, jumped another 31% 
in 1946, and so far this year are 
about 25% ahead of ’46. 


Most Are ‘Coffee-Pots’ 


ry Keystone’s 260 affiliates arg 
nearly all 250-watt “coffee pots’ 
located in towns of 50,000 an 
under. A few are larger, includ 
ing a couple of 5,000-watte 
newly added in Alaska. Not ; 
single telephone line runs fro 
Keystone studios to the membe! 
stations. All programs, sustaining 
and commercial alike, are sent ou 
on transcriptions. 
Many Keystone stations cove! 
blind spots where no other outle 
can be heard; many reach area 
which do not receive steady 0 
dependable service from majo 
wired networks. Keystone claims 
a primary market of 32,000,00( 
people for its stations. 
Even where clear signals fro 
wired network stations compe 
with Keystone transcription sta 
tions, the Keystone affiliates fre 
quently garner a strong share 0 
the audience. KBS can show fig 
ures from surveys by MHoope 
Nielsen, Gallup and Ross Federa 
Research which, they say, prov 
this point. 


Many Part of Wired Nets 


The high listenership rating : 
not, however, the reason for KBS 
rapid growth in its eight years 
For even though Bing Crosby’ 
platter show illustrates that tran 
scriptions can be about as effec 
tive as live shows, many sina 
stations feel the need for the in 
stantaneity and variety of pro 
gramming of one or another larg 
wired network. Half or more | 
the KBS stations are also affiliate 
of either Mutual, ABC, NBC 0 
ie CBS. 

> The answer lies, of course, | 
the high cost of wired service 4 
against the cost of transcription 
For example, Miles Laboratorie 
“Lum and Abner” can be hear 
on some “coffee pots” that ar 
members of ABC, or on othe 
that play transcriptions of th 
broadcasts. For the small statio! 
the wire charges are often 
high to permit them to use an 
wired programs. 

Both Keystone and the wire 
networks charge advertisers * 
the combined rates of their aff 
iates but pay the affiliates ; 
The amount paid to affiliates 
based, with Keystone, on the 5/4 
of the primary audience. Whe! 
a major net might pay the st 
tion as little as a fourth of its pu! 
lished rate, Keystone pays a © 
siderably higher percentage. 


$275 for 150 Platters 


The comparison of costs—w 
service vs. transcription service 
is almost impossible to estab's 
The advertiser, of course, pays * 
the cost of the transcription 4” 


SCHMITT, INC. 
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platters. Keystone helps schedule | 
waxings and the mailing of plat- 
ters. A master recording might 
cost around $50 and each platter, 


with 15-minute programs on each |? 


side, costs about $1.50 each. Thus 
it would cost a little more than 
$275, plus express charges, to send 
transcribed programs to 150 KBS 
stations (any number of KBS sta- 
tions may be used by an adver- 
tiser). 

The wired program costs are 
harder to figure. American Tele- 
phone & Telegraph toll charges 
average about $17.85 an hour to 
link a station to a network orig- 
ination point 100 miles distant, 
for example. Tolls vary according 
to the miles of phone lines, the 
number of hours the line is used 
daily, and other factors. 


Rates Higher for Wired Shows 


The effect of the toll charges 
on station rates can be shown in 
the following examples. In North 
Platte, Neb., it costs $30 an hour 
and $12 a quarter-hour for a net- 
work broadcast. In Jefferson City, 
Mo., the hourly network rate is 
$60, quarter-hours $24. Keystone’s 
rate is $27.79 per hour or $9.58 
per quarter-hour in both cities. 

Thus Keystone can claim that 
the advertiser’s cost of furnishing 
transcriptions is only a fraction 
of the higher cost of using wired 
networks. 

To handle its growing business, 
Keystone maintains centrally lo- 
cated sales offices through which 
agencies can place orders to de- 
liver their messages in the re- 
motest corners of the U. S. Tran- 
scriptions are mailed either from 
New York or Hollywood. 

Besides sending the waxed com- 
mercials, Keystone also sends its 
stations 48 sustaining programs 
weekly—and the stations can use 
these for local sponsorship. By 
“sustaining” is meant, chiefly, hill- 
billy and popular music—the only 
kind of sustainers the small sta- 
tions request. 


Cuts Agency’s Handiings 


Before Keystone’s plan was put 
into operation, advertising agen- 
cies which ventured into the small 
station field often found that it 
was costing them money to do 
this business. An agency, after 
all, earns 15% of the business it 
places and the low rates of small 
stations meant that the agency 
more often than not spent more 
to service accounts than it col- 
lected. Keystone permits. the 
agency to place only one time 
order to cover all 260 stations. 

Keystone’s executives are 
Michael Sillerman, president; 
Naylor Rogers, vice-president and 
former manager of Station KNX, 
Los Angeles, and Sidney Wolf, 
secretary-treasurer. Mr. Wolf and 
his brother, Arthur, both attor- 
neys here, are the principal stock- 
holders. 


Announces Speakers 
for Proprietary Meeting 


The principal speakers at the 
Proprietary Association of Amer- 
ica meeting in Atlantic City, N. J., 
May 19-21, will be Charles W. 
Crawford, associate commissioner, 
Federal Food and Drug Admin- 
istration, Dr. Morris Fishbein, 
editor of the Journal of the 
American Medical Association, 
and Lowell Mason, a member of 
the Federal Trade Commission. 

In announeing the _ speakers’ 
agenda, Dr. F. J. Cullen, execu- 
ve vice-president of the associa- 
tion, said some 500 manufacturers 
‘representing 80% of the pack- 
aged medicines sold in the U. S.” 


are 


expected to attend. 


Miss Pollock to ‘Cue’ 


Eleanor Pollock, former wom- | 
tn’s editor of the Philadelphia | 
cord and recently publicity di- | 
re ctor of Wesley Associates, New 
Y rk, has joined Cue, New York. 


Miss Pollock was previously with 


’. M. Mathes and N. W. Ayer & | 
NY n. 


Leigh Blesses 
Radio as CBS 
Reason’ Guest 


New York—Dr. Robert D. 
Leigh, director of the Commission 
on the Freedom of the Press, gave 
radio a restrained treatment in 
his guest appearance on CBS’ 
“Time for Reason—About Radio” 
April 13. 

Radio had been given a vig- 
orous lambasting in “The Ameri- 
can Radio,’ (AA, March 31), a 
part of the committee’s report 
authored by Llewelyn White. But | 
Dr. Leigh’s discussion of radio| 
was largely conciliatory in tone. | 

Dr. Leigh reported: (1) recog- 
nition by the commission that ad-| 
vertising is essential to maintain 
the “American system” of radio 
operation which it endorses; (2) 
that the group had no objection 
to “bigness,” and that it recog- 


nized its necessity in radio; (3) 
that the radio industry is under 
pressure from segments of the 
radio audience resulting in “a 
constant temptation to otter only 
what will please and never of- 
fend.” 

Of advertising, Dr. Leigh noted 
“the commission was clear that 
the peculiar position of advertis- 
ing in making programs and often | 
influencing the place of those pro- 
grams on the air is a harmful 
emphasis. It stresses the short- 
time business incentives as op-| 
posed to long-time professional 
standards and _ incentives.” As 
throughout the report, he recom- 
mended publication practice to 
radio—the divorce of subject mat- 
ter from advertising influence. 


McGraw Lists Changes 

McGraw-Hill Publishing Com- | 
pany, New York, has appointed | 
E. E. Sammis as production man- | 
ager of catalog service, succeeding | 


Joseph S. Cortelyou, who has 
been named manager of the Mc- 
Graw-Hill Central Station Direc- 
tory. Mr. Sammis will continue 
as manager of promotion and copy 
service for the division. Anthony 
M. Carroll has been transferred 
from Philadelphia, where he di- 
vided his time between classified 
advertising and catalog. service 
sales, to work as a salesman on 
the catalog service staff. 


York to Sell by Brand 


York Caramel Company, York, 
Pa., manufacturer of wrapped 
caramels, will enter soon the field 
of national branding and pack- 
aging. Advertising, now being 
readied, will be placed through 


Dorland International - Pettingell 


& Fenton, New York. 


Conover Joins Hicks 

William Conover, space repre- 
sentative for House & Garden for 
10 years, has resigned to join 
Lawrence Boles Hicks, Inc., New 
York, as account executive. 
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Names Moser & Cotins 


Schwartz Bros. Cigar Corpora- 
tion, Kingston, N. Y., which last 
year appointed Moser & Cotins, 
Utica, to handle advertising for 
Peter Schuyler cigars, has ap- 
pointed the agency to handle its 
Tudor Arms cigars also. News- 
papers will be used in a large list 
of cities. 
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for this book... 


If your business meetings too often 
lead to buck-passing, confusion, un- 
certainty as to what was decided, 
try the suggestions in ‘‘How to 
Harness a Conference.” 


to be covered .. 
much time will be needed. And 
most important, 
put decisions in writing, to ensure 


bility, and follow-up that will turn 
those decisions into action. 
you plan your next conference, send 
for ‘‘How to Harness a Conference.” 
Try its tested suggestions. It’s free. 
Just mail the coupon. 
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For your “plan-and-follow-up” forms on which efficiency so largely depends, it’s wise to rely on the paper 
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Hammermill Paper Company, 1459 East L 


Please send me— 
(Check here 


FREE—a copy of “ 
) if you'd like a sample book 


made specifically for business use—Hammermill Bond. If you'd like a sample book, check the coupon below. 


ake Road, Erie, Pennsylvania 


How to Harness a Conference.”’ 


showing Hammermill Bond’s 


wide color range for business forms and letterheads. ) 
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Canel to San Juan 


E. B. (Buck) Canel, with Na- 
tional Broadcasting Company for 
10 years and recently director of 
NBC’s Latin American program, 
will join Station WNEL, San Juan, 
P.R., in an executive capacity in 
May. The station is an affiliate 
of the net’s Pan American hook- 
up, and Mr. Canel will serve as 
NBC correspondent in Puerto 
Rico. 


COVER THE QUALITY MARKET 


OF CHICAGO... 


Stagebill is read by an 
average of 55,000 theatre- 
goers each week, over 
2,500,000 annually. 
7 
Send for Booklet 
"Chicago is the Second 


Lorgest Theatre 
Morket.’ 


CHICAGO STAGEBILL 


540 NORTH LASALLE STREET * CHICAGO, 10 


FCC Splits Over 
New FM Grants to 
Chicago Stations 


WASHINGTON—The proposed 
grant of FM channels to three 
heavily commercialized Chicago 
i standard stations prompted a bit- 
ter quarrel within the FCC 
Wednesday over alleged “laxity” 
\in enforcing “Blue Book” stand- 
ards of over-all programming. 

In one of his most bitter dis- 
sents, Commissioner Clifford J. 


| Durr stated that the “lowering of | 
| standards” suggested by the Chi- |} 
“is not fair to the| 


cago awards 
|public or to the able and con- 
|scientious broadcasters who have 
a high sense of public responsi- 
| bility.” 
Book” 


He noted that the “Blue 
reproached broadcasters | serials’; that the management of 
whose program performances fall! WAAF* 


far short of their promises. 

“Are the statements which the 
commission itself has made as to 
the part it proposes to play in 
the improvement of broadcast 
program service likewise to re- 
main in the realm of unfulfilled 
promises?” Mr. Durr asked. 


Holds Grants Unnecessary 


He said the disputed grants—to 
NBC, WAAF and WGES—protect 
the AM facilities of these stations, 
“but they also foreclose the possi- 
bility of later grants to worthy 
newcomers.” 

Arguing that the 12 other li- 
censes and construction permits 
“would be more than adequate to 
warrant the purchase of FM sets 
| by Chicago listeners,’ Mr. Durr 
held there was no obligation to 
grant 10 applications at this time. 

He claimed WGES had a record 
|‘“not of public service, but of ex- 
| ploitation”; that NBC, Chicago, 
devoted 70% of its daily schedule 

five days a week to “dramatic 


substituted “advice of 


counsel” for “the imagination and 
sense of public responsibility 
which should reasonably be ex- 
pected of every licensee.” 

Mr. Durr broadened his dissent 
to note that only five stations have 
had renewal applications held up 
in the year since the Blue Book 
was issued, and that not a single 
denial or proposed denial had 
been issued. 


Urges Careful Action 


“The commission should not act 
lightly in taking broadcast li- 
censees off the air, or in subject- 
ing them to the cost and incon- 
venience of hearings on the re- 
newal of their licenses,’’ Commis- 
sioner Durr wrote. 

He added, however, that FCC’s 
primary responsibility is to pro- 
tect the public interest, and that 
it “must not act lightly or hastily 
in renewing licenses where the in- 
formation before it raises a rea- 
sonable doubt.” 

The commission “should not 
permit an excessive concern for 
the broadcaster’s financial inter- 
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portion of Metropolitan 
Portland, Oregon, one of 
the Pacific Coast’s Major 
Markets, photo by Oregon 
Journal staff photographer. 


towers over a 


2nd Largest Evening Newspaper 
on the Pacific Coast! 


The JOURNAL now offers advertisers the largest circulation 
in its history, both daily and Sunday. 


You need The Journal to sell effectively in Oregon’s only 
Major Market ... the Portland Retail Trading Zone, 


When you advertise in Portland, be sure to specify... 


The JOURNAL 


Evenings and Sunday 


; a: OREGON 


Member Metropolitan and Pacific Parade Groups 
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est to overshadow its concerns for 
the listening public,” he said. 

Mr. Durr reported that WGES, 
purchased for $100,000 in 1944 by 
John Dyer and four other part- 
ners, had paid salaries and profits 
of $120,000 to the partners in 
1945, and had spent only $9,161 
for talent. 

He noted that the station had 
only one sustaining program on 
Saturdays and Sundays and none 
on the other five days a week; 
that 31% of its commercial time 
was “block time” sold to adver- 
tising agencies for re-sale to ad- 
vertisers. 


Small ‘Veto Power’ 


“Thus,” Durr said, “in the field 
of programming, which is a field 
primarily of licensee responsibil- 
ity, applicant exercises only a veto 
power over approximately a third 
of the station’s operations.” 

He noted that the station ‘does 
not have a single sustaining pro- 
gram for the discussion of local, 
national or international prob- 
lems, nor does it contemplate any 
such programs.” 

Though its programs are di- 
rected at foreign language groups, 
“vet applicant does not carry a 
single program to aid them in 
learning the English language.” 
With 300,000 non-naturalized resi- 
dents in the Chicago area, ‘the 
station has not carried any nat- 


uralization programs whatever 
| since the war. 

| “This is the accounting which 
|applicant has given for its stew- 
— of the  publicly-owned 
radio channels entrusted to its 
‘care for use in the public inter- 
|est,”’ Mr. Durr wrote. 


No ‘Reward’ Earned 


“It is an accounting not of 
|public service, but of exploita- 
|tion; it should not be condoned. 
|Certainly it should not be re- 
| warded by the grant of an addi- 
tional radio channel.” 

He felt that NBC’s program- 
ming, heavy with “dramatic 
} serials,” fell short of what FCC 
should expect from “one of two 
companies to which it has en- 
trusted the largest number of 
'clear channels, top power and 
good frequencies.” 

Reviewing the over-all program 
structure “since the commission 
|does not concern itself with the 
‘content of individual programs,” 
\he “saw no evidence in the rec- 
ord” that there is “such an un- 
| filled demand for dramatic 
| serials,” as to “warrant the high 
| degree of specialization” shown by 
| NBC’s Chicago log. 
| He denied that NBC needed 
Chicago FM as an origin point for 
/network programs. Chicago’s role 
‘as an originating center has 
| steadily decreased in recent years, 
| he said. 


‘Weber and Case-Swayne 


Appoint L. A. Agency 


The Los Angeles office of Har- 
rington, Whitney & Hurst has 
been appointed to handle the ad- 
| vertising of Weber Showcase & 
Fixture Company, Los Angeles 
|and El Paso, using trade publica- 
tions for its line of frozen food 
'and ice cream cabinets, refrig- 
erated display cases and other 
store equipment. Consumer maga- 
zines will be used in promotin: 
the Weber Roll-A-Door hom« 
frozen food cabinet. 

The agency also has. been 
named to handle the advertising 
of Case-Swayne Packing Com- 
pany, Santa Ana, Cal. Radi 
newspapers and transit advertis 
ing will be used for its soup 
jellies, preserves, Caramelize 
baked beans and pork and bea! 
in campaigns soon to break 1! 
California, Oregon and Washing- 
ton. 


Joins Whipple & Black 


Earl Wareham, formerly adve! 
tising manager of Vinco Corpora 
tion, 
count executive of Whipple 
Black, Detroit agency. 
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Economic Literacy 
Campaign Created 
By ANA, Four A's 


(Continued from Page 1) 
Opportunity” campaign has been 


developed by the U. S. Chamber | 


of Commerce and will be an- 
nounced at its meeting April 29. 
For details see Page 4.) 

The presentation was made by 
J. C. Cornelius, Batten, Barton, 
Durstine & Osborn, Minneapolis; 
Jack Smock, Fceote, Cone & Beld- 
ing, Los Angeles, and Howard 
Chase, General Foods Corpora- 
tion, chairman of the joint com- 
mittee. 

The Advertising Council has 
been asked to sponsor the cam- 
paign, the principles of which 
have been approved by the coun- 
cil’s public advisory committee. 


Explains Three Aims 


Mr. Smock, chairman of the 
creative group for the campaign, 
said that “the problem broke 
down into three parts: 

“1. Tackling the problem in the 
individual plant. 

“2. Driving home to the broad 
masses of the general public— 
both in and out of plants—the 
‘merits of the product;’ what the 
American economic system has 
done for them and what it can do 
for them if they keep it. 

“3. Educating the general public | 
on why our economic system has | 
been able to do what it has for | 
them—and educating them on/| 
how and why it works so that | 
they would have sufficient knowl- | 
edge of its basic principles to be 
able to judge future issues.” 


Would Work in Field | 


Program No. 1 would involve a | 


presentation which’ “could be}! 


taken into the field and sold to top 
management personally.” It would | 
clarify information in the work- | 
er’s mind about “profits, produc- | 
tion, dividends, etc.; restore his | 
pride in his job and as a member | 
of a group; help him to appreciate 
the benefits of our economic sys- 
tem, and give him a better under- 
standing of the principles under 
which it operates.” 


|or 1 
to tackle the problem of educating 
the American people on the basic 
| principles of our whole economic 
system,” Mr. Smock explained. 


| “In the public debates that lie | 


| ahead—how to achieve a degree 
|of security without loss of too 
/much liberty; how to cushion the 
‘business cycle without restricting 
|our free market; how to raise the 
| world’s standard of living without 
ruining certain home _ industries, 
etc.—people must have informa- 
tion on which to base their de- 
cisions,” he said. 


‘Most Difficult Project’ 


The committee recommended 
that this project—the “most dif- 
ficult ever attempted by the ad- 
vertising business,” cover; 

“1. An education campaign on 
how and why the system func- 
tions—using space advertisements, 
booklets, motion pictures, radio 
and other media. 

“2. Some means be found to 


fair and unbiased—one that could 
be supported by labor unions as 


make such a program absolutely | 


other groups... 

“3. The program be _ limited 
;only by the amount of time it 
| takes to reeducate this generation 
|of the American people on the 
|principles of our economic sys- 
tem.” 

Paul West, president of As- 
/sociation of National Advertisers, 
told a press conference that the 
whole program has just ‘“‘jelled 
within the last two weeks,” and 


termined. 

Mr. Chase emphasized that the 
program is “not purely defensive 
of business.” A kit for use by ad- 
vertisers in the plant-city pro- 
gram is now being developed, he 
said, and a slide film, developed 
from the “human relations angle,” 
will be ready by midsummer. 


stigma of a _ business - sponsored 
program.” All committees which 


some parts of it still are not de-| 


ticipation, he pointed out, will en- | 


| 


| 


| 


| Akers, Griswold - Eshleman Com- 


ater someone is going to have, well as by business, or by any) program to any national organ- 


ization. 

The joint committee members 
were, for ANA: Mr. Chase; Charles 
C. Carr, Aluminum Company of 
America; Paul S. Ellison, Sylvania 
Electric Products; Robert S. Peare, 
General Electric; W. B. Potter, 
Eastman Kodak; H. M. Shackel- 
ford, Johns-Manville Sales Cor- 
poration; Faustin J. Solon, Owens- 
Illinois Glass Company, and Paul 
B. West; 


For the Four A’s: Kenneth W. | 


pany; Don Belding, Foote, Cone & 
Belding; J. C. Cornelius, Batten, | 
Barton, Durstine & Osborn; James | 
H. S. Ellis, Kudner Agency; Clar- | 
ence B. Goshorn, Benton &) 
Bowles; Sigurd S. Larmon, Young | 
& Rubicam; Jack Smock, Foote, 
Cone & Belding, and Frederic R. | 


The Advertising Council’s par-|Gamble, Four A’s; 


For the creative group: Mr.| 


able the program to “avoid the| Smock; Kenneth W. Akers, Gris- 


wold-Eshleman Company; Charles | 
H. Brower, Batten, Barton, Dur-| 


have worked on the project would | stine & Osborn; James H. S. Ellis, | | 
be available to the council as a|Kudner Agency; and Mac Rain-| 
“task force” and for advice on the' bolt, Young & Rubicam. 


For the research group: Dr. 
Franklin Cawl, Kudner Agency 
(chairman); R. N. King, Batten, 
Barton, Durstine & Osborn; 
Charles Pooler, Benton & Bowles; 
Harold Webber, Foote, Cone & 
Belding, and John Witten, Young 
& Rubicam. 


REDUCE 


Your Catalog Costs! 
Catalog your products 
in the 1947-48 
CHAIN STORE AGE 
Directory of 
Manufacturers 
for Variety and 
Gen'l Mdse. chains. 
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Advertisers reach an influential audience at 
every strategic point in light construction. 
All must agree to the worth of a product if it 
is to move to market at a profit. 


The December, 1946, ABC figures show 
80,135 subscribers—the largest circulation 
and the greatest concentration of buying 
power obtainable in the building field. 
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Covering the sale 0 


f Building Mater ial 


AMERICAN BUILDER 


covers and influences the flow of 


to the Finished Job 


Building Material from the Manufacturer 


RIALS 
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fn JOBBERS IN 
Once this program is under pe BUILDING MATERIAL 
way, Mr. Smock added, Program | as 
No. 2 would develop as “a broad, | io, 
general, product-type advertising | 7 


campaign” (by individual organ- 
izations, through the council), 
built on this strategy: 

“1. A fact about our standard 


of living today’—such as “the 


average American can earn a pair | 


of shoes in six hours’ work (ap-| 


s 
Be 


proximately), while it takes the | 


average European so many days 
of work for the same objective. 


Formerly 24 Hours 

“2. In 1900 it took the average 
American 24 hours work to earn 
the same pair of shoes. . .” 

“3. Under our system real! 
wages have doubled every 22% 
years,” because of new machinery 
and greater efficiency. 


~~ | 
DEA 


“4. Under our economic system | 
we can double it again by 1969. . .| 
“5. But to reach these goals we | 
must work together.” | 
The creative group recom-| 
mended that this campaign ‘“con- | 
ist of a few cartoon pictures and | 
captions, in relatively small space, | 
and be run as frequently as pos- | 
le.” It would “reawaken the 
blic to the benefits of our sys- | 
1 so thoroughly from an emo-| 
‘onal standpoint that they would 
be pretty quick to defend it from | 
attack. It would counteract sub- | 
versive propaganda. And it would 
answer the collectivist arguments 
t capital and labor must con- 
tantly be at war.” 
Program No. 3 springs from the 
itive group’s belief that “sooner | 
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American Builder reaches more than 14,000 
retail lumber and building material dealers 
and distributors who handle more than 85% 


of the volume. 


CONTRACTORS | 
' 
SUILOERS | 


American Builder reaches more than 45,000 
builders of light construction — the largest 
and strongest list of volume buyers reached 
by any magazine in the building field. 
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Thousands of carloads of building materials 
are onthe road to jobbers, whose executives 
and salesmen read American Builder. 


LERS in | 
4 BUILDING MATERIALS } 


Section in each issue. 


! Il} : 


Send for your copy of 
MARKET STUDY No. 11 


* ee 


CHICAGO 3, ILLINOIS: 105 WEST ADAMS STREET 


Here, you can reach more than 45,000 
contractor and builder subscribers who 
specialize in light construction. Whether they 
build for sale, for rent, or On contract, in 
any area, in every area, in 2,714 counties of 
the 3,071, in the U. S., American Builder 
readers dominate the market. 

Back of the builders is their line of 
supply—more than 14,000 wholesale and 
retail outlets who supply more than 85% 
of the volume. American Builder supports 
their interests in the special Distribution 


Such readership must be earned 


American Builder editors work in the field 
on the building site with active building 
men. Their first-hand information is trans- 
lated for the needs of the wholesale and 
retail trade. The editorial pattern is one 
which many advertisers could follow in 
offering help to the building industry. 


American Builder Readers Plan to Start More 
than One Million Units in 1947 


Send for Market Study No. 11, a truly repre- 


AMER 
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units to be built 


‘,. ra 


American Builder readers are concentrated at every vital point of sale for building material, equip- 
ment, and appliances. In the American Builder, the manufacturer's sales story reaches all im- 
portant buying factors. The distributing army must be sold so that the product is stocked locally. 
Acceptance by the contractors and builders must be gained so that the product flows smoothly 
to the actual building job. 


sentative cross-section of building condi- 
tions, made in November, 1946. See how 
many homes were started by professional 
builder readers of American Builder in 1946 
and how many were completed—together 
with the projection, based on builders’ 
plans, for more than 1,120,000 residential 


in 1947. 


The Report gives the number of single 
homes built in 1946 for sale, rent, or on con- 
tract, and estimates for 1947. It also covers 
apartment units and comments on commer- 


cial building potentials. It gives builders’ 


plan to buy is a 


Market Study 


now for your copy. 


opinions On pre- 

who writes the specifications for 

products and equipment. 
Theconstruction equipment that builders 


covers trucks in use an 
other types of equipment required from 
radial saws to cement mixers. 


fabrication. It as on 


uilding 


highlight of the survey. It 
Taseied, and fifteen 


No. 11 is unquestionably 


the most comprehensive study to be made 
by private sources for many years. Write 


AMERICAN BUILDER 
105 W. Adams St., Chicago 3, 


Please send my FREE copy of "Market Study No. I!." 
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OAROMAN PUBLICATION 


NEW YORK 7, NEW YORK 


: 30 CHURCH STREET 


147 ee 81 tie é 
for ' Ka 
ES, 7 
by 
irt- - 
fits - 
in ie 
161 pe vl 
had i: 7 
on 4 ek oa 
one i me 
_ ll 
on QQ —______ 
rer- 
ad- 
ee 
' e 
ield i 
ield a 
bil- - 
veto ‘ Bae 
hird a 
ee et. 
loes ee = 
oro- es 
»cal, .. CHAIN STORE AGE 
‘ob- ee MEWND) 185 Madison Ave., New York 16 ae 
are Zs Ga ™ 
Bee * §.-> =e 
y a 80,135 AMERICAN ee ao ia 2 7 
: in BUILDER READERS = { 
ige.”’ "oer 1940 ane ¥ SZ es SS = —= 
> Bs at { bY Fes / : he - a } 
resi- re a aN | 
“the oh Aa AQe D | 
ever oS : . rs ~ ; i aa 
hich “ a 
tew- / ; 
“es | pe i 
» its ee 
ater- ee ties 
t of Sr aaa a2 Poaetin anel — : 
oita- <i fi 7 
oned. ey — = = 
ee —/~__ Es ETS ee a 
San #w Mis > lio 
com Po) ia Pg : 
matic oy ES ‘ B - = 
FCC ew AOS = 
two - ” bie 
en- 7 
r of eer 
and . 
WERE. <P ft SEE ire 
3 =n a> fey 
ee = 
Si. —— ie 
HP Pix 
1 ee * 
os 
- ———_] ——— a 
_$ Pe " 
_ | “ as _— 4 
a A Ee ; 
- . n ~ c pe bs e Po OS ~ 
om e al | ; Po : 
Be ra \ 7 7 
Te \ 5 ' +s 
FS — ish ‘2 
a AY 
> Bien —eessS_—— » es a | 
= . a = ‘ 
Cg prrernarryt Haat __.W 
ee OR SOOO A\ x 4 — i 
ed \ Ons qo. "' it carci nedtinnanaedanaiiiiandialiieinndeaaimerss 
—~_ = H |! — 
rs = a 
‘ 


Names Paris & Peart 


Super Market Merchandising, 
New York, has appointed Paris & 
Peart to handle its advertising. 
About $20,000 will be spent. 


Honors Joseph Pulitzer 


The St. Louis Post-Dispatch 
published a special 20-page roto 
section April 6, commemorating 
the 100th anniversary of the birth 
of Joseph Pulitzer, founder of the 
newspaper. 


Seaforth Appoints Two 


James J. Mahoney and William 
J. Watt have been appointed as- 
sistant sales managers of Seaforth 
toiletries for men, made by Al- 
fred D. McKelvy Company, New 
York. 


Florists Announce 


Overseas Flowers 
for War Dead 


Detroit—Since the end of the 
war, many a florist has been 
asked by relatives of war casual- 
ties buried overseas if flowers 
could be sent to U. S. cemeteries 
abroad. Last week the Florists’ 
Telegraph Delivery Association— 
after a year’s negotiation with the 
Graves Registration Bureau of the 
War Department—broke ads in 13 
Sunday newspapers in 10 major 
markets, plus The American 
Weekly, announcing it could de- 
liver flowers to military ceme- 
teries in 14 countries. 


VPOCAAPAY 


.we have aia... See a ee it takes...type faces | 
second to none. ..expert craftsmen... | 
typography efficiently produced for 
the letterpress and offset processes. 


Advertisements « Brochures « Catalogs « cesar 


inc., 161 W. 


j CRAWFORD COMPOSITION CO., 


Harrison St., Chicago 5, Phone WEBster 


Announced as a public service, 
copy said “the individual graves 
of U. S. military and naval mem- 
bers located in many foreign 
countries may henceforth be dec- 
orated beginning Memorial Day 
May 30.” 

Special wreaths have been pre- 
pared, the text said (minimum 
cost $10, plus airmail, or cable 
charges), and families desiring to 
send wreaths should supply name, 
name of cemetery and country, 
plot, row and grave number. 

The campaign will continue 
through May 4. 

Grant Advertising, New York, 
is the agency. 


Offers Airplane Data 


A directory listing registered 
aircraft owners in the United 
States has been published by the 
Civil Aeronautics Administra- 
tion’s contractor, Air Review Pub- 
lishing Corporation, Box 750, Dal- 
las. Also included are separate 
listings of over 17,500 aircraft 
service and airport operators and 
GI. and CAA flying schools. 


Frank Reilly Dies; 
Pioneered Outdoor 


Electric Signs 


New YorK—Frank C. Reilly, 59, 
president of the New York out- 
door advertising company bearing 
his name and pioneer in electric 
sign advertising, died April 10 in 
New York Hospital. 

Mr. Reilly entered the advertis- 
ing business 35 years ago, and is 
best known for the electric news 
bulletin which circles the Times 
building in Times Square here, 
which first began operation on 
Election Day, 1928. His signs in- 
clude the Chevrolet ad in Times 
Square, the General Motors sign 
on the building at 57th St. and 
Broadway, and the Linit and Pali- 
sales amusement spectaculars on 
the New Jersey side of the Hud- 
son. 


OWEN MOON 
Hose Sounp, Fta.—Owen Moon, 
74, mewspaper publisher and 
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...and this is the TOLEDO BLADE 


his is Voledo 


ONE OF THE NATION’S IMPORTANT GRAIN CENTERS 
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Toledo has a unique place among the grain markets 


of the country... with an excellent natural harbor 


Location is a compelling factor in Toledo’s sound economy. Grain 
flows to Toledo from the rich neighboring farms for storage, processing 

and distribution. Toledo is the total of its 555 diversi- 
fied industries and of the productive retail trading 


area.. 
agriculture... 


.a market balanced between industry and 
a market fully covered by the 


newspaper whose name has been for genera- 
tions a household word throughout the 


territory it serves... The Blade. 


Cargill Toledo Elevator at Maumee, Obio within 
Toledo switching limits. Capacity 3,100,000 bushels. 


for handling the largest vessels and berthing winter 
storage cargoes...and unusual mill facilities for 
distributing its grain products... Toledo is the 
nation’s largest soft winter wheat market and 
has the world’s largest soft winter wheat 
mill. Toledo mills and elevators have storage 
capacity of over 17,000,000 bushels and 
produce daily 4,000 tons of feed and 
millfeed, 8,500 barrels of flour and 
10,000 gallons of soybean oil. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 
MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Advertising Age, April 21, 1947 PAdvertising 
manufacturer, died at his winter 

home here April 12. In 1900, Mr. AgenC 
Moon became principal owner and | 
manager of the Trenton Times, . 
sold his interest in November, eclin 
1924, eight months later pur- 
chased the Winston-Salem Jour- 

nal, and in February, 1927, the h 
Twin City Sentinel. Three years our 
later, he established WSJS, Wins- 


ton-Salem’s first radio station. Plans 
Mr. Moon sold the Winston-Salem 
properties 10 years ago. to Sel 
For almost 30 years before 1928 on Ac 
he was associated with the Scott 
Paper Company, Chester, Pa., of 
which his father-in-law, Irvin fj NEW Yo 
Scott, was a founder. ter taxes, 
Pits million 
r “cc 
WINFIELD E. CLINE reir bill 
SEATTLE—Winfield E. Cline, 44, pout 1.5% 
a vice-president of Botsford, Con- ohn L. 
stantine & Gardner, died suddenly ickson, 
April 15 of a heart attack. Mr. §th annua 
Cline also owned the Cline Ad- fKssociation 
vertising Agency of Boise, Ida., Bies here 1 
and was a partner of Moore & § Mr. And 
Cline Advertising Agency, Spo- fhe Four 
kane. He joined BC&G four years fijon comm 
ago. Average 
_ f agencies 
ADOLPH D. SCHMIDT are BRO 
Otympra, WasH. — Adolph D. om hip 
Schmidt, 60, vice-president in y 7/10 « 
charge of sales of the Olympia seh 
Brewing Company and one of five a oe 
sons of the founder of the com- Cre¢ 
pany, died of heart disease April 
11. While as 
ill small, 
946 from 
CFAC Annual Awards hid. One 
to Be Made May 8 rted bac 
Annual awards by the Chicago f 28@inst | 
Federated Advertising Club for § Gilbert 
outstanding advertising in 11) fhompson 


media will be made at an annual fRe_ cash 
awards luncheon to be held at the §rged Four 
Hotel Continental, Chicago, May fice care t 
8. Awards will be made in the Bancial po 
following classifications: Mass ff... failur 
magazines, class magazines, indus- lined for 1 
trial and technical publications, #°% *°f 
business and trade publications, f® ™umb 
newspapers, outdoor, direct mail, fFeased, an 
display, radio and television. er failure 
Closing date for entries is Fri- Jt peak s 
day, April 25. Entries should be § When an 
sent with $5 entry fee to the club Biomptly : 
at 139 N. La Salle St. Douglas §ynt Mr 
M. Smith, executive art director, ¥ : 2 
The Buchen Company, is general # ee 
chairman of the awards commit- Fe his ere 
tee. Con 
Eaton Joins ‘Sport’ First fin 
Jack C. Eaton, formerly with §f°s¢™tatio 
Coastguardsman, has joined the ge" behi 
eastern sales staff of Sport, New own by 
York. cote, Con 
le interv 
ganizatic 
Bt week, 
mple ext 
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0 indus 
with Latin-American Buyers— werden 
your export market for heavy § Correctir 
‘ P ses of a 
construction equipment §). 4.<t. 

e |] 

Reach key buyers in Latin-Americaff,.. po 
for all materials and equipmentiin, «porg 
used in construction and mainte-Beadquarte 
nance of roads, streets, airportsi Needha: 
and all types of big-job construc-@f Roger L. 
tion — 11,700 CCA, td Comr 
quests fr 
Write for Readership Survey anf#vertisins 
complete information on how you c@™%Rutives di: 
sell your product in this great expo'sion pro 
market. Fo ur A’: 
a recor 
‘ ith Tc 

PUBLISHING COMPANY Stanley 
22 W. MAPLE ST. * CHICAGO 10, cago n 
X + CLEVELAND + LOS ANGELES = SAN FRANCISCO] TGRIRPRREAS 

of ROADS & STREETS -CAMINOS ¥ CALLES « ned Ir 

CATALOG * WATER & SEWAGE WORKS -INGENIERIA SANITARIA 0" 
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Agency Profits 


. 
ber | Sh ply NEw York—J. C. Cornelius, ex- 
pur- ec ine ar s ecutive vice-president of Batten, 
our- ' Barton, Durstine & Osborn and 
the our A S Told head of the agency’s Minneapolis 
ears office, was elected chairman of 
'ins- the board of the 
tion. J Plans Being Formed =| American As- 
alem ; ‘ sociation of Ad- 
to Sell ‘Top Brass vertising Agen- 
1928 2% cies last week at 
Scott on Advertising the group’s an- 
i of nual meeti 
vin, NEW York—Average net profit,;nhere. He pre 
ter taxes, of agencies in the $1,- ceeds Sigurd S 
million billings bracket this | .4-mon presi- 
ear “may be as little as 1%” of | gent of Young & 
eir billing—as compared with | Rubicam. 
+, 44, Bbout 1.5% in the last three years Thomas D’Arcy _ J. C. Cornelius 
Con- ohn L. Anderson, McCann- Brophy presi- 
lenly @rickson, Inc., reported at the} gent of Kenyon & Eckhardt, was 
Mr. th annual meeting of American | ejected vice-chairman of the as- 
Ad- ssociation of Advertising Agen- sociation, and Clarence B. Gos- 
Ida., Jes here last week. horn, president of Benton & 
re & @ Mr. Anderson is a member of Bowles, was elected secretary- 
Spo- fhe Four A’s agency administra-|treasurer. Frederic R. Gamble 
years fon committee. continues as president. 
Average net profit, after taxes,| pirectors-at-large elected were: 
agencies billing $5,000,000 and | Fairfax M. Cone, chairman of the 
ae . B gp er og gee from | executive committee, Foote, Cone 
SD. mm 10. 3 - ~ An I 939 to & Belding, Chicago; John P. Cun- 
t in gy 7/10 of 1% in - In 1946,| ningham, partner, Newell-Em- 
pia seh a — rose t0| mett Company and J. H. S. Ellis, 
f five pehtly more than 1%. president, Kudner Agency, New 
com- Credit Losses Mount York. 
April 


While agency credit losses are 
ill small, they increased 70% in 
946 from 1945, Mr. Anderson 
kid. One of four agencies re- 
orted bad debt losses in 1946, 
against one in six in 1945. 


licago . ; & Richards, Boston; Atlantic 
b for {Gilbert Kinney, J. Walter) Council, Lee E. Hood, Richard A. 
n 11 fhompson Company, chairman of | Foley Advertising Agency, Phila- 
nnual Fe cash discount committee, | gelphia; Central Council, A. W. 
< rged Four A’s members to exer- | Seiler, Cramer-Krasselt Company, 
« the se care to maintain a sound fi-| Milwaukee; Pacific, Warren E. 
ieee ancial position. Although busi-| Kraft, Honig-Cooper Company, 
ndus. °° failures generally have de- | Seattle. 
ations, ff ned for 15 years, he pointed out, Association directors continuing 
ations, @° Number recently has in-/in office are: Melvin Brorby, 
mail. Meased, and “the average liability Needham, Louis & Brorby, Chi- 
. er failure has reached the high- cago; Leo Burnett, Leo Burnett 
s Fri- Js peak since 1873.” ; Company, Chicago; Henry M. 
uld be § When any advertiser fails to pay Stevens, J. Walter Thompson 
cote, romptly and take the cash dis-| Company, New York; James R. 
rector, (n> Mr. Kinney emphasized,|aqams, MacManus, John & 
eneral it is a prompt warning to investi- Adams, Detroit; Theodore L. 
mmit- |e his credit position. Bates, Ted Bates, Inc., New York; 
Cone Reports Study 4m » oon Jr., Ruthrauff & Ryan, 
First findings in a study on a The new chairman joined 
» with @esentation on advertising for |BBDO, Minneapolis, in 1931, after 
»d the gen behind management” were|two years with Winter Advertis- 
t, New own by Fairfax M. Cone of|ing Company, Des Moines, and 


ote, Cone & Belding. Because 
le interviews, by Elmo Roper 
ganization, were completed only 
st week, Mr. Cone gave only 
imple extracts. Whether the 
dings will be published has not 
fen decided. 

The study involved “depth” in- 
rviews with 46 labor union offi- 
als, 84 executives—mainly 
airmen, presidents and execu- 
ve vice-presidents—of consumer 
bods companies, 40 producer 
bods executives, 57 in banks and 
surance companies, and 49 in 
tilroads and public utilities. The 
) industry executives inter- 
lewed hold more than 900 direc- 
tships in corporations. 
Corrective action on _ several 
ses of advertising in question- 
ble taste has been taken during 
e last year under a voluntary 
lan whereby members submit 
ich “borderline” copy to Four A’s 
tadquarters, said Melvin Brorby 
Needham, Louis & Brorby. 
Roger L. Wensley of G. M. Bas- 
td Company reported mounting 
ests from members on export 


yers— 
heavy 
ent 


America 
uipment 
mainte- 
airports 
onstruc- 


vey and@@vertising. Several agency ex- 
y you cam@Rutives discussed radio and tele- 
at expo™@ision problems. 


Four A’s membership of 194 is 
a record high level. 


ith Toins ‘Tron Age’ 


‘ing representative. 


Cornelius Elected | 
to Head Four A's 


Regional Heads Named 


Elected to represent the regional 
councils were: New York, Harold 
B. Thomas, Pedlar & Ryan; New 
England, Joseph T. Coenen, Alley 


previous experience with the Des 
| Moines Register and Tribune, Chi- 
|cago Tribune and Reuben H. Don- 
|nelley Corporation. He became a 
vice-president in 1933, a director 
in 1940, and executive vice-presi- 
dent of the agency in 1943. 


Revere Will Stop | 
‘Exploring’ June 1 


New YorK—Revere Copper &| 
Brass Company, which has spon- 
sored “Exploring the Unknown” 
on the Mutual Broadcasting eo 
tem for the past two years, will | 
cancel the show effective June 1. 

The company will not replace 
the show, although its agency, St. 
Georges & Keyes, indicated that 
Revere may come back to radio} 
with a daytime program, plugging 
its utensils, in the fall. ee | 
tion of the show marks the end | 
of the compary’s institutional | 
program, the agency said. 

Rumors that the program had 
been sold to other sponsors for | 
various networks were denied by | 
the agency, which owns the pack- 


Stanley J. Smith, for 11 years 
licago manager of Purchasing, 
Conover-Mast publication, has 
ned Iron Age as Chicago adver- 


age. 


. 
Flint Appointed A.M. 
Kenneth Flint, formerly with 
Halle Brothers Company, Cleve- 
land, as divisional advertising 
manager for the men’s group and 
|assistant general merchandise 
| manager, has been appointed ad- 
vertising manager of the Nebraska 
Clothing Company, Omaha. 


Last Minute News Flashes 


Trade Ads Announce New Radio Line 

Harrison, N. J.—Federal Telephone & Radio Corporation, subsidi- 
ary of International Telephone & Telegraph Corporation, is announc- 
ing its first postwar radio set line in Electrical Merchandising, Radio 
& Television Retailing and Retailing Home Furnishings. Factory 
newspaper advertising and then factory dealer cooperative ads will 
start in each area as distribution is developed. A magazine series 
will begin later. Federal is now producing table models and will add 
consoles with FM and television in the fall. The company also in- 
tends to market home appliances. Ruthrauff & Ryan, New York, is 
the agency. 


Starts New Campaign for Dynatuel 

PHILADELPHIA—Sun Oil Company will promote the theme, “Save up 
to two cents a gallon by using Sunoco Dynafuel because this wonder- 
ful fuel gives high-test performance without premium price!”, in a 
spring campaign launched by 1,500-line insertions in 375 newspapers 
in 17 eastern states. The same theme will be featured in 24-sheet 
posters in the same states and over the Lowell Thomas radio program. 
Roche, Williams & Cleary Chicago is the agency. 


Ads Promote Wear-Ever Pressure Cooker 

New KENSINGTON, Pa.—Aluminum Cooking Utensil Company has 
started a two-week campaign for its Wear-Ever pressure cooker. 
Copy ranges from 450 to 700 lines and is tied in with department and 
other store promotion, dealer helps, demonstrators, etc. The cam- 
paign, similar to one used last fall, will break separately in each of 
the company’s 12 regional districts, so that some copy will be running 
through June. Fuller & Smith & Ross, New York, is the agency. 


WBKB Adds Second Sponsor of Cubs Games 

Cuicaco—Commonwealth Edison Company has signed with Sta- 
tion WBKB here as co-sponsor with Ford Motor Company of telecasts 
of all 77 Chicago Cubs home baseball games this season. The com- 
panies will sponsor alternate games. J. R. Pershall Company is 
agency for Commonwealth, and J. Walter Thompson Company for 
Ford. 


McDonald to Direct Millers’ Ad Campaign 
Cuicaco—Robert E. McDonald, formerly central division sales man- 
ager of Carnation Company, Milwaukee, has been appointed by the 
Millers National Federation as director of its long-range advertising 
campaign. The drive, to start next fall, will be handled by J. Walter 
Thompson Company here. Mr. McDonald was previously advertis- 
ing manager of Minnesota Valley Canning Company, LeSueur, Minn. 


Fisheries Institute Considers Campaign 
WASHINGTON—The National Fisheries Institute reportedly is con- 

sidering a $500,000 advertising and promotion program outlined to it 

in New York convention last week by J. Walter Thompson Company. 


Arnold Urges Edison Boosts Net 


Senate to Outlaw 
Union Restraints 


WASHINGTON —Former anti- 
trust chief Thurman Arnold told 
the Senate small business com- 
mittee Thursday that “feather- 
bedding” rules of the Interna- 
tional Typographical Union are 
“ruthlessly aggravating” compos- 


in First Report 


WEstT ORANGE, N. J.—Thomas A. 
Edison, Inc., last week issued its 
first annual report in nearly 70 
years of business, and reported 
net income of $657,556 for 1946, 
as compared to $608,560 for 1945. | 
The 1946 figure, however, in- 
cluded a non-recurring tax re- 
fund of $410,000. 


ing room costs of small news- 
papers to the point where “it be- 
comes intolerable.” 

Mr. Arnold urged a three-point 
program to break ITU’s “absentee 
control” over composing rooms, 
and to relieve independent busi- 
ness “of organized coercion” 
which “destroys its efficiency and 
deprives it of a fair chance to 
compete with larger industrial or- 
ganizations.” 


These earnings do not include | 
Edison - Splitdorf Corporation, a 
90% - owned affiliate which re- 
ported a net loss of $20,335, as 
compared to net earnings of $39,- 
160 in 1945. 

The company’s net sales for 
1946 were $19,115,505, represent- 
ing an increase over the prewar 
average, but considerably below 
the $27,101,396 of 1945—which in- 
cluded $17,432,000 in war con- 


tracts. 

The decline in 1946 was attrib- 
uted to termination of war con- 
tracts and problems of recon- 
version by Charles Edison, presi- 
dent, in his letter to stockholders. 
Renegotiation has been completed, 
and the company’s war business 
requires no refund, the report 
said. 


Would Outlaw Coercion 


He asked the committee to out- 
law: 

1. Economic restraints or eco- 
nomic coercion of any kind by a 
labor organization, designed to 
prevent the use of cheaper ma- 
terial, improved equipment or 
more efficient methods; 

2. Restraints of trade or organ- 
ized coercion of any character by 
any labor union to compel the 
hiring of useless or unnecessary 
labor; 

3. Restraints of trade or or- 
ganized coercion of any kind by 
labor unions to compel or induce 
or aid in fixing prices of any 
commodity or service except 
wages. 

Featherbedding demands have 


Durkee Names Federal 


Durkee Famous Foods division 
of Glidden Company, Cleveland, 
has named Federal Advertising 
Agency, New York, to handle its 
bulk shortening and edible fat 
products, aimed for the baking 
and confectionery industries. Fed- 
eral has previously handled Dur- 
kee’s spices, margarine, etc. 


been tied up “in a package” with 
other issues involving real labor 
controversies, Mr. Arnold ex- 
plained. Hence, each year, more 
| businesses are being destroyed, be- 
| cause the power of a union to sup- 
\press competitive efficiency among 
‘employers has been treated as 
| part of the general labor problem. 


Spread Opens Drive 
Shaw - Walker Company, Mus- 
kegon, Mich., started a magazine 


‘Humanized’ 
Insurance Ads 
Urged by Mason 


New YorK—‘The most impor- 
tant work insurance advertising 
men can do is act as interpreter 
between the men who prepare 
policies and the men who buy 
them. If the writing is human 
and friendly, and not pedantic or 
technical or scholarly or stuffy, 
Americans will be interested in 
reading about almost anything— 
even insurance,” Jarvis W. 
Mason, vice-president of Wil- 
son, Haight & Welch, New York 
and Hartford advertising agency, 
told insurance advertising man- 
agers at a meeting last week of 
the Insurance Advertising Con- 
ference. 

Declaring that “the direct con- 
flict of understanding between the 
policies and the buyers is the big- 
gest problem insurance faces,” Mr. 
Mason said that it has taken 
agents and brokers 20 years to 
explain in understandable terms 
the coverage of “use and occu- 
pancy” or “business interruption” 
insurance — which, he _ claimed, 
could have been accomplished in 
20 months, or maybe 20 weeks, by 
consumer advertising. 


Explains Current Program 


He told the group about a pub- 
lic relations advertising program 
being conducted by the Security 
Insurance Companies of New 
Haven, Conn., through his agency. 
An advertisement in Newsweek or 
Time is scheduled monthly, writ- 
ten in news commentator style, 
explaining why the services of an 
independent local agent or broker 
are essential to achieving the best 
insurance coverage. The monthly 
column, in folder form, is dis- 
tributed to agents for redistribu- 
tion to their clients and prospects. 
The first month, 100,000 folders 
were used. 

Harold P. Jackson, president of 
Bankers Indemnity Insurance 
Company, and vice-president in 
charge of advertising and public 
relations for the American Insur- 
ance Group, Newark, urged that 


| in addition to explaining the vari- 


ous aspects of the insurance busi- 
ness, advertising and public re- 
lations “narrow down to cases 
and individuals,” as in the collec- 
tions department by means of 
more courteous, yet “persuasive,” 
form letters, and return address 
stamped envelopes. 


Spend $889,488,000 
for Papers in “46 


New YorK—Newspaper readers 
in the United States and Canada 
spent a record total of $889,488,- 
000 to buy daily and Sunday 
papers in 1946, a 10.7% increase 
over the 1945 total of $803,593,- 
000, the Bureau of Advertising, 
American Newspaper Publishers 
Association, estimates. 

Last year’s figure was a 166% 
gain over the 1944 total of $763,- 
162,706. 

Of the total amount spent in 
both countries, U. S. readers ac- 
counted for $845,868,000, with 
Canadian readers spending $43,- 


620,000, the bureau _ reports. 
Weekly expenditures in 1946 
averaged $17,106,000, and _ the 


monthly average was $74,124,000, 
the bureau estimates. 


Monitor Promotes Line 


Monitor Equipment Corpora- 
tion, New York, took a full page 
four-color single-shot in the April 
19 Saturday Evening Post with 
copy similar to that employed by 


campaign announcing its new 
desk in a spread in the April 19 
issue of The Saturday Evening 
Post. Three subsequent pages in 
alternate issues of the Post will be 
used. Kenyon & Eckhardt, New 
York, is the agency. 


the company in September. The 
copy showed all of the Monitor 
line now available, emphasizing 
its laundry. Monitor’s other pro- 
motion is confined to dealer dis- 
plays and mats. Buchanan & Co., 
New York, is the agency. 
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Salesmans teport...1947 


Yow'll have to pound the 
pavement to make sales in 1947! 


Sure consumers’ needs are still enor- 
mous. But people are buying more 
carefully these days. They’re paying 
more attention to price. They’re con- 
sidering quality again. And at the 
same time, more and more merchan- 
dise is competing for their dollars. 


What’s the answer for business? 
Harder selling! Your advertising has 
to reach more people, call on more cus- 
tomers, than ever before! 


Reach More People With Your Budget 


With Puck—The Comic Weekly, you 
can reach more people without in- 
creasing your budget. Distributed with 
15 great Sunday newspapers, Puck is 
made-to-order for the hard selling job 
advertisers face in the period ahead. 
Why? Because in Puck, advertising 
reaches more adult readers at lower 
cost than in any other publication! 


Advertising actually obtains as many 


’ readers in Puck for 37¢, as would cost 


a dollar in Life, Collier’s, or Saturday 
Evening Post! Proof? Figures com- 
piled by Daniel Starch & Staff prove 
it again and again!* 


Receptive Readership Means 
More Sales! 


Puck — The Comic Weekly and its 
great cast of characters, are part of 
the very lives of 7,000,000 families. 
4 out of 5 adults, and practically all 
the youth in these families read Puck 
devotedly every week. And they are 
influenced in their habits, their atti- 
tudes, their way of life, by “Jiggs and 
Maggie”, ‘Tillie the Toiler’, ‘Dag- 
wood and Blondie’”’, and the score of 
other Puck characters, who command 
a loyalty and popularity unmatched 
by most stars of stage, screen or radio. 


This high readership, this receptive 
readership, and this unequalled in- 
fluence, can mean more customers and 
more sales for any company whose 
advertising appears regularly in Puck! 


* Details available on request. 


The Only NATIONAL Comic Weekly—A Hearst Publication 


63 Vesey Street, New York 7, N. Y. 


* Hearst Building, Chicago 6, Ill. 


More Customers 


150% to 179% More Readers 
For Your Money in Fuck! 


Figures compiled by Daniel Starch & 
Staff prove: Puck delivered 150% to 179% 
more readers per dollar, men and women, 
in the classification All Advertising, than 
Life, Saturday Evening Post, or Collier's. 


Case No.6_Food Ingredient 


$81,750 was spent in Puck and in 4 leading 
women’s magazines. Puck’s share of that 
cost was 25.4%, yet Puck delivered 37.5% 
of women ‘‘Seen-Associated’’, and 41.8% 
of women who ‘‘Read Most’’! 


ALL ALL ALL 
OTHERS OTHERS OTHERS 


READERS 
(SEEN-ASSOCIATED) 


READERS 
(READ MOST) 
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